





Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity 











Zinc Insulated Tenc 
Steel Fence Posts 
imerican Steel Gates 


Protector Poultry Fence 


Union Lock Poultry Fence We 
Banner Poultry Fences - 
Poultry Netting » ZEA 
Naals, Staples, Barbed Wire \ : «Ct HE 
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Wire of all kinds 





208 South La Salle Street, Chicago SUBSIDIARY OF UNITED SA\STATES STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, San Francisco Export Distributors: United States Stee! Products Company, New York 
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Norge, the electric refrigerator 
with the Rollator, gives the 
kind of performance that users 
want the year ’round. 


A constantly increasing share 
of business is coming to Norge 
and present dealers see no indi- 
cation of a seasonal let down 
comparable to that in other lines IT'S SIMPLE...ONLY 3 MOVING PARTS 


of business. 








fitable Norge dealership. Find out. 
Norge is a short-line....a pack- = The coupon will bring full details. 


age merchandise line.... a serv- . ; 
Norge Corporation is a division of 


Borg-Warner Corporation, one of the 
world’s largest makers of automotive 
parts, including free wheeling. 


ice free line....a 
quick turnover 
line. And now it’s 
proving itself a No 





Vacation line. THE ROLLATOR NORGE CORPORATION, Division of Borg-Wamer 
656 EAST WOODBRIDGE ST., DETROIT, MICH. 

You may be located where there IN CANADA 

: : NORGE CORPORATION OF CANADA, LTD. 

is opportunity for another pro- 235 CARLAW AVE, « « « « TORONTO, ONT., CANADA 





Norge Corporation, 


656 E. Woodbridge St., Detroit, Mich. 
Gentlemen: 

Please send me Norge Dealership information. 
Name Fire Geeta eni spat se sa banrex otek oman antes ooance sai obs hid ania igi cbsaepotoandoteliceaiainiaies 


Address... sinnbeaetilapiiis, WITH ROLLATOR 


City eiceineode State 
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SALES for You—SE! 


for your Customers! 


You get both 
with this 
sales-tested 
Moving Color 


Lamp Display 
‘ o/ 


Bune pick out their own purchases$ when 
you display Sylvania lamps this new and 
novel way! 


Both you and your customers will like the 
glowing, shifting colors . .. the neat, well- 
stocked shelves... the double testing 
sockets and convenient price card of this 
miniature “lamp department.” Nine times 
out of ten people who pass will think of a 
socket that needs filling or a bulb that 
might be replaced by one of a different 
shape, color or size. And, because the Mov- 
ing Color Lamp Display is so handy for 
clerks and customers alike, you’ll make a 
sale that might have been lost! 


The Sylvania Display is sturdy, good-look- 
ing, effective. It takes up very little floor 
space. It has an efficient, trouble-free heat 
motor. It gives rich, constantly changing 
colors. It is provided with two testing 
sockets so that you may compare different 
lamps, and so that the customer may test 
lamps for himself. 


REOSTEMED UA PRT OO 


LAMPS #& 





Licensed under General Electric Company’s 
Incandescent Lamp Patents 


AUGUST 27, 1981 
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Use this display stand in conjunction with 
the many sales helps put at your disposal 
by Sylvania. Use Sylvania Cards in your 
windows. You will feel the results imme- 
diately—in increased profits! 


Ask your nearest Sylvania jobber about the 
striking success dealers have had with these 
displays. Let him tell you how to get one. 


Hygrade-Sylvania Corporation 
Sylvania Division, Emporium, Penna. 














Hycrape-Sytvania Corporation, Inc., 

Dept. H-81, 

Sylvania Division, 

Emporium, Penna. 

Please send me full details on how I can get the 
new Moving Color Lamp Display. 


NN sipsinccieibandeeiiailealieimiasnelasiaiiaceb ceritieiceirinicicagstoanuiervi 


Address... aiuinlicdisiseuiasecialemteiicatiaonns 











‘Brighten Up 


Trips and Cash Prizes 


for E,p1son MfAzpa [Amp AGENTS 


Two people will enjoy 


two weeks on Tropic Seas 
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cross-continent Pullman ride to California via one 

of the great scenic routes, arriving at San Fran- 
cisco. . . perhaps the most cosmopolitan city in the 
world with the exception of New York. . . stepping 
across the gang-plank on to one of the largest American 
built ships—a floating palace of luxury—electrically 
propelled . . a choice stateroom, wonderful meals. 
Then the trip down to Los Angeles, San Diego, con- 
tinuing along the coast line of Central America through 
the famous Panama Canal. Stops at quaint Panama 
City . . . delightful surf bathing at Bella Vista 


| eee the fun you would have taking this great 





York with its famous skyline, its tall buildings, its 
smart shops and wonderful eating places. Then 
back to your home town. What a trip! 

Or, you may choose the trip to Honolulu or to the 
West Indies . . Honolulu with its famous harbor, 
Waikiki and its bathing beach set amid feathery palms, 
its beautiful water all shimmery and silvery in the 
moonlight . . or the West Indies, land of treasure 
and romance, of sharks and pirates, with its delightful 
climate, its modern hotels, its wonderful golf courses 
and its different ways . . Perhaps you may take 
one of these trips without it costing you a penny if you 











- . . through the deep cut to the blue 
waters of the Caribbean Sea, across to 
Havana, Paris of the western world. . 

its harbor studded with foreign looking 
craft, Morro Castle rising grim, but no 
longer forbidding, from the ocean. Then 
three more days of glorious sailing up along 
the Atlantic coast to New York with its 
Fifth Avenue, its Broadway, its Central 
Park, its Park Avenue and its Riverside 
Drive. New York with its great hotels, 
great theatres and great churches. New 


will only put energy and effort into the 
“Brighten Up” campaign, open to all agents 
of the Edison Lamp Works of General 
Electric. 

“Brighten Up” qvill brighten up business 
for every agent. Here is opportunity 
knocking at your door to deliver prizes of 
trips, automobiles or cash. . . the Edison 
Lamp Works points out ways to get busi- 
ness, provides you with special sales helps, 
and, in addition, awards prizes! Be sure 
and get full details from your jobber. 
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THREE GRAND PRIZES . 
1. CALIFORNIA-PANAMA CANAL-NEW YORK TRIP for TWO PERSONS, or Graham 


Prosperity Six Town Sedan 


2. TRIP TO HONOLULU or to WEST INDIES for one person, or Plymouth Floating Power 


Sedan 
3. CASH PRIZE $100 





190 ADDITIONAL PRIZES TO AGENTS 





Local competitions: Each agent competes only against other agents served by same distributor for additional valuable prizes. 


BASIS OF AWARDS: 


(1) Evidence of merchandising ability. This includes such 
things as sales talks, wearing buttons, newspaper advertis- 
ing, store and window display, new ideas, and photographs. 


(2) Percentage increase in sales over the same period in 1930. 


SPECIAL CAMPAIGN HELPS NOW READY 


(a) Campaign kit containing window and store display ma- 
terial. 

(b) 10 “Brighten Up” newspaper ads. 

(c) “Ask ’em to buy” buttons. 

(d) Broadsides telling you how to sell lamps. 


WHAT AGENTS CAN DO TO GET 
BUSINESS AND BEAT QUOTAS 


(1) Use special campaign material as suggested. 

(2) Ask everyone to buy—in store and out of it. 

(3) Display—window—counter—shelf—and at cash register. 
(4) Combine lamp sale with every other sale. 

(5) Advertise—we furnish the mats. 

(6) Use direct mail. 


(7) Use outside salesmen: 
—Junior (schoolboy) 
—Commission men (no salary) 
This is a fine chance to help needy families out of work 
and at same time boost sales. 
(8) Telephone for lamp orders. 


Get full details of the “Brighten Up” campaign by writing 
direct to us or to your nearest Edison distributor. Make up 
your mind now to try for one of the great prizes. “Brighten 
Up.” Get into the campaign with both feet. Remember, it 
starts September ist and ends November 30th. Edison Lamp 
Works of General Electric Company, Nela Park, Cleveland, 
Ohio. 





Edison Lamp Works of General Electric Co., 
Nela Park, Cleveland, O. H. A. 8-27-31 


I am interested in receiving full details of opportunities pre- 
sented to new agents by your “Brighten Up” campaign. 
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EDISON MAZDA LAMPS 


GENERAL @B ELECTRIC 


AUGUST 27, 1931 
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FREE GOODS DEALS 


MAKE 70% PROFIT 





You know how easy it is to sell O-Cedar Polish and Mops. You 
know their quality. O-Cedar is the fastest selling line of polish 
and mops in America. Here are two unbeatable propositions. 


























70% PROFIT ‘= 70%% PROFIT 
ON DEAL No. 960 ON DEAL No. 1610 
You buy You buy 


2doz. 4 oz. O-Cedar Polish $ .30 size 
1 doz. 12 oz. O-Cedar Polish $ .60 size 
3 only % gal. O-Cedar Polish $1.25 size 
6 only No. 4 O-Cedar 

Polish Mops $1.00 size 
You receive FREE 
3g doz. 4 oz. O-Cedar Polish $ .30 size 


2 only No. 15 O-Cedar 
Polish Mops $ .75 size 


2doz. 4 oz. O-Cedar Polish $ .30 size 
1 doz. 12 oz. O-Cedar Polish $ .60 size 


You receive FREE 
3g doz. 4 oz. O-Cedar Polish $ .30 size 


This stock costs you only $9.60. You sell 
it for $16.20. Your PROFIT is $6.60 or 70% 
on a $9.60 investment! 


This stock costs you only $16.10. You sell 
it for $27.45. Your PROFIT is $11.35 or 
704 % on a $16.10 investment! 


Wi Be ready for the rush of business that 
comes with Fall Housecleaning. Take ad- 
vantage of this opportunity to get your 
stock of O-Cedar at a price that will yield 
you a 70% % profit. Mail the coupon at 
once for the deal you prefer. The goods 
will be sent to you immediately and billed 
through the jobber you name. 

An attractive counter display is packed 
with each deal. 

These profits are too good to miss! 

Act now! 


MAIL 
THE COUPON 


OG Gyn 


Send me No. 1610. _No. 960 deals 
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Address. 





I ee a tai enone 


Bill through (Jobber). 
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says Mrs. Crane; and her opinion ought to be worth something, for she is an 
expert cook if there ever was one. She can take eggs and flour, and things 
like that, and perform miracles with them. 


It is easy to understand why expert cooks prefer the Kitchenkook. It produces 
the world’s hottest and cleanest cooking fire. It bakes to perfection, is easy and 
safe to operate. No stove can out-perform it; no stove can be operated for less 
money. Fuel cost for the average family is only $1.50 per month. 

Kitchenkook is the famous stove which makes and burns its own gas from gas- 


oline. It offers the equivalent of city gas service to every home at rock bottom 
fuel cost. Would you be interested in selling such a stove? Then write now for 


oe 


full information. 


AMERICAN GAS MACHINE COMPANY, Inc. 


ALBERT LEA, MINN. 
BROOKLYN, N. Y. OAKLAND, CAL. 


MERICAN 


KITCHENKOOK 


Economical Gas Service -for Every Home 


AUGUST 27, 1931 





Thousands of Women 
will buy this famous 


GRISWOLD SKILLET 


jor PSE 


IN OCTOBER 


*Slightly higher in the South and West 


The family standby: No. 8 Griswold 
Skillet. Nationally known and nationally 
advertised $1.25 value. SELL IT FOR 
75c* in OCTOBER. Display it prominent- 
ly in your window and on your tables. It 
will make sales on all Griswold utensils 
—and on your other merchandise as well. 


Be Sure to get your copy of the ‘October 
Special” window poster—ask your jobber 
or write us. 


HARDWARE AGE 











STOCK GRISWOLD NOW 


the only nationally advertised line of its kind 


W OMEN dote on bargains... dealers on profits! 
Griswold offers both in October. October again will 


be Griswold month. 


Then women will buy the Griswold standard No. 8 
cast iron Skillet for only 75c... new dome cover to fit 


for 65c...and the No. 8 Griswold 
Dutch Oven for $2.50. {Slightly 
higher in South and West.} 
They'll flock to buy these Griswold 
leaders at these special prices dur- 
ing October. Better yet, they'll also 
buy Griswold griddles, chicken 
pans, muffin pans, and cast alumi- 
num ware...and lots of your other 
household merchandise. Extra prof- 
its for you! 

Griswold national advertising in 





October will stress this opportunity. Do your part to 
let shoppers know they can buy Griswold at your 
store. Display Griswold utensils in your window in 
October. Feature the Griswold specials—Skillet, Cover, 
Dutch Oven. Within your store, arrange your stock of 
Griswold utensils on open tables. 
Then—the Griswold line will sell 
itself. 

Please take a moment now to check 
your stock of Griswold cast iron 
and cast aluminum ware. Cash in 
on this profit-making opportunity. 
Order now for the big October de- 
mand. From your jobber, or, if he 
cannot supply you, write The Gris- 
wold Manufacturing Company, 
Erie, Penna. 


Sell the No.8 Dutch Oven with the New 
“Clean Easy’’ Cover. ($3.25 value) for $2 50 * 


Display Griswold self-basting 
Skillet Covers. They will increase 
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your sales. Sell the No.8 size for 65c. 
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Another big step ahead 
in “Zig Zag” Folding Rules 


IN keeping with our intention to make Stanley Rules the out- 
standing rules for craftsmen, we announce these two new 
“Zig Zag” Rules, which combine several distinctly new features. 


Here’s the latest -- ie: 
Stanley Duplex “Zig Zag” 
No. 266 
The rule with the vertical marking 


READABLE AT ANY ANGLE 








STANLEY No. 266 is 
readable at any angle. 





STANLEY NO. 266 


Another new one 


E vertical marking 
enables the user to 
readthe Rule, upordown, 
and horizontally, either 
right or left, without re- 
versing or turning the rule 
over. 


Graduations on both 
edges of the rule assure 
accurate and convenient 
measuring. 


Other superior features 
of this new Stanley Rule 
include: carefully select- 
ed, straight-grained rule 
sticks; bright stainless 


joints, tips and strike 
plates, which assure long 
wear and easy operation. 


Six feet long. Concealed 
Joints. Six inch folds. 
White enamel finish 
with bright green ends. 


Made in two styles: No. 
266 with the figures 1, 2, 
3, etc. a on the 
outside of the rule and in 
our popular “F” marking 
No. 266F with the fig- 
ures starting on the inside 


of the rule so that gradua- 
tions lie close to the work. 


Stanley Four Way “Zig Zag” Extension Rule No. 226 


The only direct reading “Zig Zag” Extension 
Rule on the market 


Every measurement can 
be made with this new 
Stanley Extension Rule 
that can be made with 
any other extension rule, 


and in addition: 


when the end opposite 
the slide end is used 
and the slide is extend- 
ed from the closed 
end, the entire reading 
is centered at one point. 


i 
This convenient feature 


has never before been 
available in an exten- 
sion rule. 


Stanley No. 226 Rule is 
6 feet long with an 8 inch 
brass extension slide. 
Extra heavy sticks and 
strong rust-proof joints 
and strike plates make 
it a long wearing, ser- 
viceable rule. 


STANLEY NO. 226 


Your trade will be interested in these two exceptional 
rules. Order a trial stock from your regular jobber 


THE STANLEY RULE & LEVEL PLANT 
New Britain, Conn. 


STANLEY TOOLS 
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What other line can equal this? 


It pays the dealer a profit and satis. 
fies his customers. 


It has a price for every pocket book, 
$58.95 to $99.50*. 


It provides a big, safe margin of 
profit at every price. 


It meets all selling conditions on the 
floor and in the field. 


It is fully guaranteed by an old, 
established manufacturer. 


It offers these outstanding features 
at every price... even at $58.95: 
direct connected motor .... no belts 
to slip; double fired enamel tubs 
(enameled inside and outside); 
riveted and welded construction; 
motor mounted on base, (not on 
tub); balloon roll wringer; center 
control; automatic oiling. 


Weare after dealers .. more dealers. 
These prices will get you customers. 
Yes, and our discounts to you will 
enable you to make regular profits. 
Remember, we give you maximum 
discounts with minimum quantities. 
You don’t have to buy a carload to 
get full discount. 


Sign the coupon, send it in... 
and get on the road to prosperity. 


WHIRLPOOL NIAGARA 


No center post . . noth- 
ing to interfere with 
lifting clothes out. No 
belts or friction wheels. 
Direct Drive. Automatic 
oiling. Balloon roll 


tub inside and outside. 
Case hardened and 
ground parts and com- 
pensating adjustments. 
SingleVane Hydro-Actr. 
Strength and durability 


50" 


1900 AGITATOR 


Dual Control 

Motor mounted on steel base 

Full enamel tub (inside and outside) 
Direct Drive .. . no belts 

Highly polished aluminum lid 
Finger touch control 

6 lbs. capacity (dry weight) 

Balloon roll wringer. 


wringer. Full enamel __ built into every part. 
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I want to 

sell more. 

washers and 
ironers and make 
more money... Tell 


st coast prices slightly higher placed ntl 
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FOR OTHER GREAT VALUES ...SEE THE NEAT PAGE 


WHIRLPOOL 





Name of firm 


NINETEEN HUNDRED CORPORATION 
Binghamton, N. Y., U. S. A. 
Beatty Brothers . . Fergus, Ontario, Canada © 








BREAK the BUSINESS DEADLOCI 


ee!” OOO Line 


r % pie Start sales coming your way and keep them coming. 
» ay Pi ~ Your customers want price: You want profits. 
— o J UF The new 1900 line provides both. 
a It gives you prices to meet every type of competition ... from the lowes 
price to the highest price . . . and gives you full mark-up at every price. 
At $58.95* you can sell a genuine “1900”... a washer with full 100% “1900” 
precision workmanship and mechanical perfection . . . backed by an organi, 


zation which has been making fine washers since 1898. 


At $99.50* you can sell a washer that will satisfy the customer who wants the 
finest washer built. Other prices take care of every requirement. 


We back you with a sales plan that works . . . yet costs you nothing, We have 
a new contract purchase plan to help you finance sales. 


Sign and mail the coupon today ... and we'll tell you how you can sell more 
washers and make more money than you ever did before. 


= - 
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washing ... the fastest 
known. 

Full skirted. 

Automatic timer and switch 
combined. 

Balloon roll wringer. 

Automatic Oiling. 

Case hardened and ground 
parts and compensating 
adjustments. 














A companion to a famous 

line and the greatest ironer 

valueintheworld.. barnone, 

Extra largeshoe 26” by5% ”. 

6” diameter roll mounted 

on ball bearings. One-piece 

channel steel base mounted 

on steel formed legs. Quick 

heating chromium steel 

shoe. Knee, finger and pres- 

Of rs ; sing controls. Duo switch 

rtd EE: control. Red Bull’s eye in- 

ee oe _ dicator. Full open end. Au- 

I. want to tomatic sealed oiling (lasts 
sell more a lifetime). All workin 
washers and parts hardened and groun 


ironers and make * West coast prices slightly higher 
more money, . . T: 


-—_\ 1900 


Address 


Name of firm . ee 
NINETEEN HUNDRED CORPORATION. 

Binghamton, N. Y., U. S. A. oe 
Beatty Brothers .’. Fergus, Ontario, Canads = © 
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(. ees soft paste way of 
making pure white-lead paint...will save 
your customers money and time... because 
it lowers mixing time, cuts mixing costs. It 
takes only a few minutes to reduce Dutch 
Boy Soft Paste to paint. It’s simple and 
easy —just stir it...pour it...thin it! 

Dutch Boy Soft Paste offers the logical, 
quick, modern way of making paint that 
gives beautiful, long-wearing jobs. It makes 
paint that doesn’t crack or scale... pure 
white-lead paint that has the advantage of 
wearing down smoothly by gradual chalk- 


ing, leaving a perfect surface for repainting. 


DUTCH BOY 
SOFT PASTE 


AUGUST 27, 1931 


SSE eS 


100 Les Ner 


JUTCH BO’ 
HITE LEA 


SOFT PASTE 
Sa ‘ 





Dutch Boy Soft Paste White-Lead is Bs 
sold in 12%, 25, 50 lb. pails and 100 be 
1b. kegs, the same as the heavy paste, 





NATIONAL LEAD COMPANY 
New York, 111 Broadway — Buffalo, 116 Oak St. — Chicago, 900 West 
18th St. — Cincinnati, 659 Freeman Avenue — Cleveland, 820 West 
Superior Avenue —St. Louis, 722 Chestnut St. — San Francisco, 2240 
24th Street — Boston, National-Boston Lead Co., 800 Albany Street — 
Pittsburgh, National Lead & Oil Co. of Pennsylvania, 316 Fourth 
Avenue— Philadelphia, John T. Lewis & Bros. Co., Widener Building. 
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More than 


300 LEADING 
MANUFACTURERS 


Have Made Inquiries Regarding The 


HARDWARE AGE 


DIRECT MAIL ADDRESSING SERVICE 


Many have sent in thousands of envelopes to be addressed. 


These Inquiries and Orders show beyond doubt the eagerness 
with which our Direct Mail Addressing Service has been 


awaited. It fills a long felt economic want. 


But we wish to point out that the least of this service is the ad- 
dressing. Anyone can do addressing. And when done from 


obsolete lists, it is costly at any price. 


Of first importance in addressing is the correctness of the list. 


Last year the upkeep and compilation of HARDWARE AGE 
_- VERIFIED LIST cost us more than $20,000.00. Our addressing 
' stencils are being maintained on the same high plane. 


- 


Yet our prices for addressing compare favorably with the prices 


usually charged for straight addressing. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 


GENTLEMEN: 


14 


Kindly send me the details of your Direct Mail Addressing Service. 
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Why sell 3 dishes in One? 


1. WOMEN DEMAND EFFICIENC) 
pecase*" — . WOMEN DEMAND ECONOMY 
3. WOMEN NEED MORE THAN ONE 


PYREX three-purpose refrigerator dish 


















































the trade-mark which indicates 
manufacture by Corning Glass Works. 


Prices slightly higher in the West and Canada. 


CORNING GLASS WORKS 


AUGUST 27, 1931 





B* selling Pyrex Three-Purpose Re- 

frigerator Dishes, you are selling 
the modern-minded housewife a product 
that is efficient—economical and 
which makes possible further economies 
in use—a product meaning an obvious 
saving in time—energy— money that is 
instantly recognized by the housewife. 
That alone is sufficient reason for selling 
3 dishes in 1,”’ for then you serve your 
customers by giving them what they 
need—what they want. 


But you also serve yourself. Just 
put this in your sales talk—‘“‘Refrigera- 
tor space obviously does not begin to be 
saved until more than one Pyrex 
Refrigerator Dish is used. Space may 
be doubled or tripled if several dishes 
are stacked one on top of the other.” 


And don’t forget that you, too, are 
saving space on your shelves—selling 
more dishes at less cost—when you dis- 
play Pyrex Refrigerator Dishes neatly 
stacked and ready to go to home 
kitchens. 


. Corning, New York 
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FAIR SEASON 


Is Here Again 


State and county fairs, home comings, har- 
vest festivals, carnivals, everywhere. And, 
best of all, the home folks and their friends 
from a distance relax from their customary 
labors for a day or two and attend their own 
or their neighbors’ fair. 

Think what a wonderful opportunity your 
home fair or other fairs in your locality pro- 
vide for the display and demonstration of 
MYERS SELF-OILING POWER PUMPS 
and WATER SYSTEMS. A direct contact 
with thousands of prospects who are inter- 
ested in modern water facilities and will wel- 
come the opportunity of seeing with their own 
eyes the ease and the simplicity with which 
running water at the turn of a faucet can now 
be had for their homes and farms. 

If you have not already arranged with your 
local fair management for a Myers Water Sys- 
tem Demonstration and Display during your 
fair, do so today, and write or wire us your 
order for special fair finish pumps and water 
systems, demonstrator tanks and plenty of at- 
tractive advertising material. We are ready 
to serve you promptly. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 
Pumps—Water Systems—Hay Tools—Door Hangers 
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SUCCESS 
REFLECTED 
IN 





ROYAL 


WRITS 
ENAMELED WARE 


AUGUST 27, 1931 





WHITE 
WITH 
GREEN TRIM 


Daily increase in number of dealers stocking. 

Steady flow of repeat orders because of consumer 
buying. : 

Interesting consumer prices that stimulate sales and 
repeat sales. 

Approved by GOOD HOUSEKEEPING INSTITUTE — 
and that means a lot. 


Standardization of stores on accepted lines assures 
better business for your enameled ware department — 
greater opportunity to fill demands— better looking 
counters attracting those demands. 


Ask your jobber or write us. 


NATIONAL ENAMELING & STAMPING CO., INC. 


273 N. Twelfth Street, Milwaukee, Wisconsin 
Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 
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TH EY SELL ON 
SIGHT 


This ball-bearing caster sells 
on sight. It is such a great 
improvement over all other 
casters, that customers buy 
“ACME” without any sales ef- 
fort on your part. 


Show ’Em How 


Just roll an “ACME” on the 
counter, or on the palm of your 
hand. Let the customer see 
how easily this caster operates. 
Cannot injure wood - work, 
floors, rugs or carpet. Quiet 
and smooth. They give the 
modern note to modern furni- 
ture. Make old furniture easy 
to handle or move. 


Sell ‘‘Acmes’’ for 
Quick Profits 


THE SCHATZ MFG. CO. 
POUGHKEEPSIE, NEW YORK 


BALL BEARING 








Modern in_ design, 
thoroughness in manufac- 
turing and offering the great- 
est security, the Corbin Extruded Metal 
Padlock perfectly meets the requirements 
of trustworthy protection. Sell and Stock 
Corbin Extruded Metal Padlocks. Made in 10 sizes, 
ranging from 1 to 3 inches. Shackles furnished either in 
brass or hardened steel. 


CORBIN CABINET LOCK CO. 


The American Hardware Corp., Succe 


NEW BRITAIN, CONN..,U. S.A. 


NEW YORK CHICAGO PHILADELPHIA 


HARDWARE AGE 








Sell it at half-price 
$1.19 


NOW, FOR A LIMITED TIME, 
THIS $2.05 VOLLRATH DOUBLE 








BOILER FOR.. $pige 







7 


This snow-white double 
5 boiler—highest Vollrath 


. quality— popular family 


Cereats, cake icings, sauces, 

baby foods and puddings need 

it—trequiring easy slow cook- 

ing. The Vollrath snow-white dou- 
ble boiler is indispensable in any- 
body’s kitchen. It is two complete 
utensils—the cover of the top fits 
the bottom. Sometimes you might 
fill the bottom with ice, and whip 
the chilled cream and salad dress- 
ings in the top. And remember— 


Mere soapsuds splash it 
completely clean! 
It's $1.19 now—priced just about 
half—so as to acquaint you’ with 
the clean sparkle of all Vollrath 
enamelware. Buy now—and you 
save enough .to get a Vollrath 


quart-size 


refrigerator dish besides; or a snowy 
enameled sauce pan; or a pale ivory 
teapot; or two enameled pie pans 
. «+s generous starts toward a new set 
of Vollrath Ware, or liberal additions 
to the one you already have. 

Start now to replace your old worn 
utensils with beautiful Vollrath Ware. 
The $1.19 price is for a limited time. 
So act now. At leading department 
stores, hardware, glass and china 
stores. If your dealer cannot supply 
you, use the coupon, and we will 
ship to you direct. The Vollrath-Co., 
Sheboygan, Wis. Established 1874. 
& NOTE: Price is slightly bigher im the far West. 


VOLLRATH WARE 





This advertisement in October Good Housekeeping and Delineator 
will reach hundreds of your customers. They'll want the double boiler at 
this temporary reduced price. They'll expect you to have it. The nice clean 


glisten of this snow-white double boiler appeals to housewifely pride. 
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No cut in profits to you! 


The double boiler is yours at a 
price that permits you your regu- 
lar per cent of mark-up 


Here iT 1s—to sell at half-price—$1.19—for a 
limited time only! It’s the Vollrath snow-white, 
standard quality double boiler, popular family 
quart-size. 

It’s $1.19—so as to acquaint your customers 
with the clean sparkle of all Vollrath enamelware. 
It means stimulated sales of Vollrath refrigerator 
dishes, Vitalizers, coffee-pots, sauce pans, and others 
—besides all your double boiler sales. 

Full Vollrath displays should repay you well! 
Use our big double boiler display card packed with 
each shipment. Ask for our free newspaper double 
boiler mats, 2 columns x 5 inches, 1 column x 5 
inches. Remember that this is the first time any 
big selling Vollrath item has ever been offered at 
virtually 50% reduction! Your customers must act 
soon.. You—sooner. Write, wire, or telephone us. 
The Vollrath Co., Sheboygan, Wisconsin. Est. 1874. 


Vollrath 


voLLRATy 
a r ¢ The Vollrath name in this 


form on the label assures you 
of genuine Vollrath Ware. 
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OUT PROSPECTIN’ 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. We like to pitch our own 
tent—build our own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 


\ 
~ 


Mex) Hardware Age 


! Nea 
“ \ ' 
- 4> 

re s 





— 


239 W 39th Street, New York City 
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THE ROMANCE OF OPAL... . 





If you have not received 
our No. 9 catalog illustrat- 
ing the complete U. S. 
Enameled Ware line, 
please write for it. 


—captivating and alluring in a new setting. 


ROM the depths of a green tiled swimming 

pool, or the placid waters of a mountain lake, 
to the Cinderella room of the modern home 
comes this delicate shade of U. S. Enameled Ware, 
imparting a delightful freshness and coolness 
suggestive of its natural setting. 

This refreshing color has a fascinating appeal 
to the housewife and the ease with which it har- 
monizes with the color scheme of her kitchen is 
an added incentive for its possession. 

Trimmed with Dark Green, Opal is one of 
three delicate U. S. shades comprising “The Pick 
of the Rainbow” colors — the others are Bisque 
trimmed with Pearl Pink and Ivory trimmed with 
Light Green. 


UNITED STATES STAMPING CO. 


Quality Enameled Ware 
MOUNDSVILLE, W. VA. 





For Durability, Cleanliness 
and Beauty, U.S. Enameled 
Ware is unsurpassed. 











RADIO’S GREAT PROFIT LINE 


General Motors Radio Announces 
a complete new series of 


RADIOS 


and Automatic Combinations 


Introducing the 


G. M. Improved st salinnatas cond 


ec 
The Little General” 
Equipped with 7-tube Improved 
Super-Heterodyne, Pentode 
power tube, special pre- ie ye 
circuit, specially matched elec- 
tro- -dynamic speaker, Dual Vol- 
ume Control. List price, $69.50 
with tubes. 





The Valere 


Eight-tube Improved Super- 

Heterodyne chassis using the 

Pentode power tube. Attractive 

console cabinet in beautiful light 

walnut finish. Specially matched 

speaker. List price, $99.50 
with tubes. 


In its new series of 14 models, all 
equipped with the G. M. Improved 
Super-Heterodyne chassis, General 
Motors Radio announces the most 
complete line of radios and auto- 
matic radio-phonographs known to 
the industry today. The G. M. Im- 
proved Super-Heterodyne stands out conspicuously 
as one of the foremost developments in radio en- 
gineering. This chassis retains and increases the 
high sensitivity and sharp selectivity which have 
made the super-heterodyne chassis famous. In ad- 
dition it performs with beauty and accuracy of 
tone such as no super-heterodyne has ever before 
possessed. This remarkable chassis is housed in 14 
beautiful cabinets, consoles and custom-built furni- 
ture pieces priced, with tubes, from $69.50 to $350 
—a model for every purse and preference. There is 
money in handling a line so wide, so remarkable 
in performance, so fine in appearance. Write 
Dept. G for information. 


GENERAL MOTORS 


RADIO 


GENERAL MOTORS RADIO CORPORATION 
DAYTON, OHIO 





The Standish 


An Early American end-table 

with attractive antique walnut 

finish. Self-contained aerial. 7- 

tube Improved Super-Hetero- 

dyne, using the famous Pentode 

power tube. List price, $95 
with tubes. 


The Queen Anne 


A splendid combination instru- 
ment. Equipped withthe 10-tube 
Improved Super-Heterodyne 
chassis and automatic phono- 
= playing ten records. Per- 
ctly matched speaker. List 
price, $250 with tubes. 
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More Home Appeal in Windows from Now On 
Help Your Windows Do a Better Selling Job 
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GUMFINGER 
LEAF RAKES 








RUBBER TEETH 


SELL SAFETY, for no one can possibly get 
hurt on these elastic rubber prongs. SELL 
DURABILITY, for rubber can’t rust or break, 
and it stands abrasion better than bam- 
boo or steel. 


SELL EFFICIENCY, for the long, strong 
teeth of a Gumfinger Rake instantly adapt 
themselves to every inequality in the 
ground. They don't tear off the high spots 
and they do dip into the shallows. They 








| 





comb the surface clean, easily, thoroughly, 
without injury to grass or tender plants. 


SELL EASE, for rubber is light, and a child 
can handle the largest size without 
effort. Rubber can't clog because it neither 
digs roots nor punctures leaves. 


Gumfinger Rakes are new, but one dealer 

sold over a hundred rakes ina single day. 

The market is wide open. Nothing else 

like Gumfinger. Patented. Proved by two 

years’ exceptional test. Customers recog- 

nize advantages at sight. a 
Made in 5 sizes: 8, 12, 16, 20 and 24 inch to retail 
at 80 cents, 90 cents, $1.00, $1.25 and $1.50. Liberal 
discounts to dealers. Most jobbers now carry stock. 
If your jobber can't supply you, send coupon below 
for one of each size with attractive Display Stand. 
Retail value of rakes alone, $5.45. Complete includ- 
ing stand, $3.75 cash. 


The Sabin Machine Company 
6536 Carnegie Avenue, Cleveland, Ohio 


Enclosed find $3.75, for which ship prepaid one of each of five sizes of 
Gumfinger Lawn Rakes with Display Stand. 


Name___ 


Number__ ; -_ b siedt 1. Street 


2 Se _State_ 


Jobber’s Name ___ 






















HE FORGOT... 
T0 FIGURE INITIAL STRESS 


PS 


& 
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How this manufacturer’s bolt failure problem 


was solved by the R B & W Engineering Service 


“Bolts still failing. Rush new 
shipment. Must have higher ten- 
sile strength.” Thus wired a cus- 
tomer. And then the R B & W 
Engineering Service got busy. 

The customer was a builder 
of a portable electric machine 
used in construction work. He 
was using bolts to attach the 
heavy machine assembly to the 
frame of a trailer truck. We had 
tested specimens of his bolts 


before shipment and they had 


shown 86,000 pounds, so the 
next thing to do was to make an 
on-the-spot investigation. 

We discovered that the cus- 
tomer, when estimating the 
strength of the bolts he needed, 
had forgotten to allow for the 
initial stress placed on the bolts 


when his machine was assem- 
bled. The bolting together of the 
parts exerted a stress, which, 
when increased by service loads, 
exceeded the capacity of his 
bolts. A slight increase in diam- 
eter of the bolts eliminated his 


trouble. 


Give your customers the best — always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber. 


RUSSELL, BURDSALL & WARD BOLT & NUT CO, 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Philadelphia, Detroit, Chicago, San Francisco, Los Angeles Seattle, Portland, Ore. 
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In Step With Our Times 


profitable many small sales in hardware stores 

which are necessary as a community service. 
Changed conditions have eliminated entirely or in 
part the need for many lines which were formerly 
the backbone of the hardware business. 


D ptetiom costs of doing business make un- 


We must seek new lines to take up this sales slack 
and give more attention to selling merchandise at a 
substantial sales price, with ample margin in dollars 
and cents, as well as consumer acceptance, lines 
that sell from $10.00 to. $100 or more per unit. 
These add volume, decrease selling costs, and if 
operation is efficient, increase net profits. The major 
electrical appliance field offers outstanding oppor- 
tunities to sell merchandise of higher unit sale. 

There is ample evidence that time payment fea- 
tures have aided materially in building up the 
necessary sales volume on these lines. For many 
years, some hardware dealers have successfully sold 
merchandise of high unit sales value on the install- 
ment payment basis, and have found this method 
profitable. Dealers have handled the paper them- 
selves, have arranged bank loans to themselves or 
their customers, or have used the services of finance 
companies. 

Too many of us have harbored a deep-rooted 
prejudice toward installment selling. This feeling 
was most articulate some years ago when the paint 
industry proposed a partial payment plan, to be 
operated jointly by dealer and master painters. 
The hardware trade revolted because replevin was 
impossible, and the dealer’s share of the risk was 
too great in proportion to his share of the net re- 
turn. The cost of labor is the big item in a paint- 
ing job; materials represent too small a part of the 


entire transaction. Unfortunately some of us make 
little distinction between that particular installment 
plan and the broad principle on which credit busi- 
ness is now conducted. As an industry it behooves 
us to be receptive to methods in everyday use and 
not let an ancient prejudice impede our progress. 
We should not let business that belongs to the hard- 
ware trade go elsewhere, because we refuse to sell 
on the basis on which people have been trained to 
buy higher unit sale merchandise. 


Most appropriate is the message of H. B. Lewis 
in this issue. He sheds light on this subject in a 
way that will appeal to all of us who are seeking 
profits in our business. With a wealth of experi- 
ence, he sees installment payments as a working 
tool for greater sales volume in the profitable high 
unit sales merchandise. Mr. Lewis understands, 
thoroughly, common criticisms which have been lev- 
eled against this system of selling. His views coin- 
cide with the experience of a great many hardware 
dealers who, in all parts of the country, have demon- 
strated to their own satisfaction the wisdom of the 
methods he advocates. 


A fitting sequel, also in this issue, are the profit 
experiences of Zitzer Bros., Philadelphia, in selling 
radio equipment; of F. Hallock Co., Derby Conn., 
selling electric washers and ironers, and of the 
Imperial Valley Hardware Co., El Centro, Cal., in 
merchandising electrical refrigeration. These firms 
have made outstanding successes with major elec- 
trical appliances. They have found the true im- 
portance of higher units of sale, good margins and 
consumer acceptance. In each case they have oper- 
ated on a sane time payment basis. 

—Cuwartes J. HEALE. 
































By H. BERTRAM LEWIS 


RS. SARGENT, the Main 
M Street jeweler’s wife, is 
tired of cleaning up 
after the iceman. The old re- 
frigerator has given her years of 
good service and doesn’t owe the 
family a nickel. It’s leaky, needs 
paint and in general is ready for 
the scrape heap. And, as we 
say, Mrs. Sargent is fed up with 
the iceman. 

Mr. Sargent isn’t prospering 
just now. Jewelry in general is 
not precisely what the Bingtown 
population finds itself most bit- 
terly in need of at the moment. 
Some lines are moving but most 
of them are dull to the verge of 
extinction. Sargent allows him- 
self a modest salary and the 
business still pays that without 
going very deeply in the red, but 
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| stallment Facts 


How to present the truth 
about the cost of buying on 


time payments. 





e HE present 
need of the 
manu fac- 


.turer in this 
country is pro- 
duction. The 


N 


present need of the retail-" 


er is sales. Both depend 
on consumer demand, 
and the one sure way to 
promote a demand for 
household utilities of 
high unit value is to push 
installment terms wherever they 


can be soundly applied to the 
transaction.” 


The author of this article, the 
fice-President of the Commercial 
Credit Co., shows the way to better 
business for: hardware men who 


dating value of 
several thousand 
dollars, but its 
borrowings are 
already at capac- 
ity. He has three 
well - depreciated 
bonds that he 
could sell, but 
only at a punish- 
ing loss—and 
they, his home 
and his savings 
account, all rep- 
resent a lot of 
self - sacrificing 
thrift in days 
gone by. His life 
insurance policies 
have loan values 
in excess of the 


tunity here offered. 


of this article. 





will avail themselves of the oppor- 


You'll get real stimulation out 


sum he requires 
—but would he 
ever pay it back 
if he should vio- 
late his rule and 
borrow on them? 








he doesn’t feel like buying house- 
hold utilities in quantity at two 
to four hundred dollars per unit. 
Electric refrigerators fall within 
that price range and, while ad- 
mitting the need, he faces the in- 
vestment with reluctance. 

He can raise the cash, of 
course. His business has a liqui- 





Would he ever 
pay back to him- 
self any draft he might make 
on his capital? From the pres- 
ent outlook he considers it doubt- 
ful. With so many new ways of 
spending money it isn’t as easy 
to save as it used to be even when 
you're flush. Once you’ve called 
on your reserves for any outlay 
you’ve probably cut them per- 
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Break Down Sales Resistance 


manently by just that’ much. 

So reasons Mr. Sargent. Mrs. 
Sargent meanwhile insists on her 
new icebox. 

The hardware man comes to 
the rescue—“Buy it on install- 
ment terms,” he says. “Once 
you've budgeted your income to 
cover the monthly installments 
you'll never notice them and 
when you get through paying for 
it you'll have the latest electrical 
cooling device and your capital, 
too.” 

“But” says Mr. Sargent, “I 
saw a magazine article the other 
day that said it cost about 20 
per cent more to buy on time that 
it does to pay cash and I can’t 
afford to buy it on that basis.” 

“The time price” said the 
man “is almost exactly. 7 per 
cent greater than the cash price. 
I’d rather pay that much money 
any time and keep my savings 
than part with them and save it, 
As a matter of fact you don’t 
save it anyhow when you buy for 
cash for you lose whatever rate 
of interest your money was earn- 
ing before you withdrew it from 
investment. On a purchase of 
such value as that of a new re- 
frigerator the installment plan is 
the thrifty one to use, for a man 
in your position, every time. 

“Tt’s the only basis that makes 
possible the quick introduction 
and large volume sale of new 
utilities of that kind. Without 
it factory outputs of automobiles, 
refrigerators and the like would 
be so limited that you’d prob- 
ably pay half again as much for 
any of them as you do today. 
The installment plan sells about 
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six billion dollars’ worth of 
goods in this country year in and 
year out and while that’s a small 
percentage of the total retail 
sales, I hate to think what busi- 
ness would look like without it 
right now.” 

Mr. Sargent signs an install- 
ment contract and Mrs. Sargent’s 
pantry glistens with the frosty 
sheen of the new refrigerator. In 
due time the last monthly pay- 
ment is made and the family has 
its new equipment and its un- 
touched capital as well. 


Tested by Depression 


It is from such motives and on 
such bases that the great bulk of 
installment buying is done in 
this country and the consequences 
are apparent in the highly satis- 
factory credit experience of in- 
stallment finance companies dur- 
ing the two testing years of the 
present depression. For every in- 
stance in which the use of the 
system has made for extrava- 
gance there have been a dozen 
in which it has made for thrift. 
If this were not so the financial 
wreckage among such companies 
would have been appalling, 
whereas only two small ones out 
of a total of over 1000 have gone 
to the wall—an astoundingly 
low ratio compared to those of 
banks and industries in general. 

The present is a time when 
muddy thinking on economic 
subjects is a menace. False eco- 
nomic assumptions lead to busi- 
ness blunders—and blunders 
that would be merely damaging 
under normal conditions may do 





irreparable harm at a juncture 
like this. The present need of 
the manufacturer in this country 
is production. The present need 
of the retailer is sales. Both de- 
pend on consumer demand. And 
the one sure way to promote a 
demand for household utilities of 
high unit value is to push install- 
ment terms wherever they can be 
soundly applied to the transac- 
tion. 

The notion prevalent in some 
quarters today that our indus- 
trial recovery is being retarded 
by a mass of installment debt, 
accumulated before the depres- 
sion, and not liquable in the 
present circumstances is pure 
bunkum. To take an example 
from the industry whose paper 
constitutes the great bulk of in- 
stallment outstandings—the av- 
erage unpaid automobile note 
when the market crashed in 1929 
had some 4.65 months to run. 
Finance company experience 
shows that most of this paper was 
paid: before June, 1930, and vir- 
tually all of it before Jan. 1, 
1931. The amount of pre-depres- 
sion installment paper outstand- 
ing today is ‘so infinitesimally 
small that it plays no part at all 
in the present credit situation. 
The installment paper now pay- 
able has almost to the last dollar, 
been for merchandise sold within 
the depression period—most oi 
it within the last six months. In- 
stallment selling, far from post- 
poning recovery, has been doing 
its bit right along to keep busi- 
ness moving and to limit unem- 
ployment. The present ratio of 
installment sales to total sales in 
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this country is almost exactly 
what it was in 1929, 

Answering another charge that 
has been made against the prin- 
ciple, to the effect that install- 
ment outstandings represent some 
20 per cent of the earnings of 
the American people—the De- 
partment of Commerce recently 
reported their total as approxi- 
mately $2,000,000,000. It may 
be as much as $2,300,000,000 
today. No one knows the pres- 
ent earned income of the Ameri- 
can people. In 1928 it was es- 
timated to be $50,000,000,000— 
a sum of which the present in- 
stallment outstandings _ repre- 
sent 4.6 per cent. The total 
earned and unearned income of 
our countrymen—to which the 
installment outstandings must be 
related in any fair analysis of 
the subject—is estimated at be- 
tween $80,000,000,000 and 
$90,000,000,000 and, using the 


lower of these figures the ratio 


of installment outstandings is 
less than 3 per cent, of which 
the average note is due within a 
period not much more than 
double that required for the pay- 
ment of the average open account 
(Reported by the Retail Credit 
Survey of the Department of 
Commerce as 70 days in 1929 and 
76 days in the latter half of 
1930), though surrounded by far 
greater factors of safety. So no 
matter how you turn the picture 
on the basis of facts there is ab- 
solutely nothing in it that reflects 
unfavorably on installment sell- 
ing as an institution. 

The average retail merchant 
and his salesmen are probably 
less familiar with the logic of 
installment carrying charges 
than with any other phase of the 
subject. Many of them have a 
notion that these are exorbitant 
and cannot be defended to the 
customer who questions them. 
The illustration with which this 








message begins was purposely 
phrased to cover this point, but 
it does not meet every answer- 
able objection. The buyer some- 
times points out that while the 
time price exceeds the cash price 
by only a limited percentage, it 
represents a much higher per- 
centage of the unpaid balance, 
liquidated on a monthly basis as 
the plan provides. 

He is entirely correct but that 
does not affect the validity of the 
point made herein. The answer 
to his question is a_ perfectly 
straight forward one and no 
salesman need hesitate to make 
it. The carrying charges of the 
finance companies include the 
cost of money, the cost of credit 
investigations, the cost of collec- 
tion work, the cost of insurance, 
if any, office detail, overhead, 
and the reserves that must be set 
up against unexpected losses. 
They_are intended to yield the 

(Continued on page 63) 


A <Weleome Home” 
Window Display 


In honor of the avia- 
tors Otto Hillig and Hol- 
ger Hoiriis, who flew the 
Atlantic to Denmark in 
the Bellanca plane, “Lib- 
erty,” F. E. Hardie in- 
stalled this window for 
the Henry E. Webber 
hardware store at Lib- 
erty, N. Y. 

The battleship and the 
submarine were con- 
structed of merchandise 
in stock in the store, such 
as a large saw, hose noz- 
zles, washers, steel wool, 
etc. 

For many such occa- 
sions, windows con- 
structed in this manner 
are particularly effective. 
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HESE are the dog days. 
Like the dog watch on ship 


board. The tail end of 


the summer. Why not in this 
article take a little vacation from 
business? 

I haven’t written about a book 
for a long time. The most in- 
teresting book I have read this 
summer has been “Living Philos- 
ophies,” published by Simon & 
Shuster, New York. I must ad- 
mit I have only read this book 
superficially, picking it up at 
odd moments. However, I have 
found it intensely interesting. 

A long list of the best living 
thinkers of our time were asked 
to write an article on just what 
they think of this life. What 
about death? What about the 
next world? In other words, 
they have been asked to write 
their “credo.” In this book are 
articles by Albert Einstein, John 
Dewey, H. G. Wells, Theodore 
Dreiser, H. L. Mencken, J. B. S. 
Haldane, Wm. Ralph Inge, Hu 
Shih, and many others. I note 
that some of our great modern 
thinkers are not on the list. I 
missed, for instance, an article 
by Bernard Shaw. His “credo” 
would surely be original, and 
worth while. 

In a short article such as this, 
of course, I cannot write much 
about these “credos.” What 
strikes me is how frankly and 
intimately they are written. 
These philosophers are just 
doing their best to tell what they 
think about this life. There are 
many new thoughts and new 
ideas advanced. There are 
many new angles. There is 
much information to be gathered 
from these articles. You can 
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Living Philosophies 


By SAUNDERS NORVELL 


check up with what you think 
yourself about this life, and you 
can also enjoy the surprise of 
new ideas about this life that 
have never occurred to you. Do 
you realize what a tremendous 
big thing this life is with thou- 
sands and thousands of facets? 
But after all when you have 
read and pondered over article 
after article you also realize how 
little any of these best minds 
and thinkers actually know. 
Life is tremendous, and at the 
same time it is nothing. This, 
of course, is a paradox, but you 
will have that feeling when you 
have finished these essays. 

To my mind Albert Einstein 
expresses the most beautiful and 
clearest conception of this life. 
He is intoxicated by the indica- 
tions he sees in life of the omni- 
present workings of the Master- 
Mind. Julia Peterkin has 
learned that this life is simply 
an expression of natural law. 
Everything is governed by its 
law. This discovery satisfies 
her. Ralph Inge naturally writes 
from the religious point of view. 
His breadth and frankness of ex- 
pression surprises me. George 
Jean Nathan seems to strike out 
for the material comforts of life. 
One writer reminds us that hu- 
man reason is a very modern 
thing. The human race only be- 
gan to reason yesterday. All the 
centuries before that time, and 
even now the mass of the people 
are controlled by their emotions. 

John Dewey is one of our 
greatest philosophers. All the 
other philosophers refer deferen- 
tially to him. I tackled his ar- 
ticle, but my alleged mind must 
have been tired. I found Dewey 


I have set 


hard to understand. 
him aside to read when I have 
plenty of time and my mind is 
fresh. He must be understand- 
able even if his sentences are 
somewhat involved. Most of 
these articles are easy to read. 
Many of the writers tell the story 
of their own lives. Just how 
they happened to become what 
they are, and how they happen to 
think what they think. 

Someone should write a digest 
of this book, pocket size, boiling 
down the “net” of just what each 
has written, and also quoting 
some of their most striking and 
original sentences. But as I laid 
the book down and remember it 
is vacation time, I thought of 
each of these living philosophers 
as a certain animal. H. G. Wells 
was a big Newfoundland dog, 
full of power and strength and 
barking loud and long. George 
Jean Nathan was one of these 
little fat toy dogs that we always 
find reposing on a silk cushion 
on the most comfortable chair 
in the room. Albert Einstein, 
was an animal with a lot of 
fluffy hair.down all over his eyes, 
with his head thrown back bark- 
ing at the moon. John Dewey 
was one of those serious blood 
hounds with hanging dewlaps, 
who looks at you wisely and you 
wonder just what he is thinking. 
Ralph Inge, of course, with his 
long face and long stride reminds 
one of a greyhound, thin, inci- 
sive and swift. 

I would like to make many 
quotations from this book, but 
my space forbids. Let me re- 
peat, “Living Philosophies” is 
well worth reading; in fact, not 

(Continued on page 65) 
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They’ve Sold Six Carloads of 
Electric Refrigerators 


Imperial Valley Hardware Co., of California, works 
for power line extension, employs ‘trained salesmen 
and sells on the time payment plan. 


By KENNETHIA. HEALE 


VERY salesman on_ the 
staff of the Imperial Val- 
ley Hardware Co. is 

trained to sell electrical refrig- 
eration. From time to time out- 
side salesmen are employed, on 
a 10 per cent commission and 
car expense plan, but the regu- 
lar sales staff makes most of 
these sales. In a way “not too 
technical,” they sell electrical 
refrigeration, on a health and 
economy standpoint. 

Light stores are maintained in 
the Imperial Valley section. The 
six California stores are in El 
Centro, Calexico, Imperial. 
Brawley, Holtville and Cali- 





patria, while the Arizona 
branches are located in Yuma 
and Somerton. These towns all 
have populations of less than 
13,000 inhabitants. 

Since November, 1930, the 
stores have carried but one line 
of electrical refrigeration, so 
that their entire attention may be 
given to that make. They have 
done an exceptionally good job 
on that line, having sold in their 
retail departments, six carloads 
of from 45 to 50 units, since that 
time. For five years they have 
handled various makes of elec- 
trical refrigerators. 

Attractive window displays, 
permanent store displays, an 








electrical survey, newspaper and 
radio advertising and a power 
line extension campaign have 
helped in their sale of electrical 
refrigeration. They finance their 
own paper, thereby creating con- 
fidence in the minds of custom- 
ers and prospective customers. 
The popular price of the units 
was found to be a very distinct 
advantage as it opened electrical 
refrigeration to an entirely new 
field, salaried men with incomes 
of $2,000 a year or more. For 
a down payment of $25 the com- 
pany will install an electric re- 
frigerator, collecting the balance 
in eighteen equal monthly pay- 
ments, including an 8 per cent 
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carrying charge. 
They strongly ad- 
vertise the fact 
that they finance 
their own paper. 
Customers know 
that illness or 
temporary finan- 
cial difficulties 
will be taken into 
consideration. 

In speaking of 
the deferred pay- 
ment plan of sell- 
ing electrical re- 
frigeration, 
Warren Currier, 
sales manager of 
the company said 
that they believe 
the plan “will 
show an extreme- 
ly small percen- 
tage of recoveries 
or ‘turn backs.’” 
He further said, 
“Our experience 
has proved to us 
that anyone pur- 
chasing an elec- 
tric refrigerator 
on the monthly 
payment plan, 
will under finan- 
cial stress, permit 
any other piece 
of merchandise he 
is buying on the 
same plan, to re- 
vert to the owner, 
rather than the 
refrigerator, 
which he feels is 
so vital to his 
comfort at home 
and as necessary 
as his stove. We 
have yet to make 
our first reposses- 
sion due to fail- 
ure to make pay- 
ments.” 


Mr. Currier also said, “We 





The Imperial Valley Hardware Co.’s display room for electric re- 


frigerators is just as attractive as its windows. 





Suggesting northern lights this display of the store’s high unit of 


sale merchandise commands attention. 


The desert scene here shown is described in this article. 
strong selling appeal. 


buy on terms because the pay- 
ments do not amount to any more 


sell some for cash, but find that than their ordinary ice bill 


the majority of our customers 
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throughout the summer months, 





It has a 


the ice consump- 
tion in our ex- 
treme climate be- 
ing excessive. 
“During our 
supposedly cold 
months (Decem- 
ber and January) 
we sold more 
electric refrigera- 
tors than during 
the months of 
June, July, Au- 
gust and Septem- 
ber, 1930, with a 
competitive line.” 
Mr. Currier laid 
much of this suc- 
cess, during those 
cold months, to 
their previous 
campaign of ad- 
vertising in which 
they expected the 
new line of mer- 
chandise _ several 
months before it 
was _ delivered. 
He believes that 
the campaign of 
a competing line 
in regard to the 
purchase of elec- 
trical refrigera- 
tion for Christ- 
mas gifts may 
have helped some- 
what. Most of the 
success in selling 
the line is laid to 
the strenuous 


‘campaign of their 


salesmen in fea- 
turing the health, 
economy of op- 
eration, food sav- 
ing and_ general 
efficiency points 
of electrical re- 
frigeration. 
Sales efforts 


are centered on the 7 cu. ft. 
model refrigerator as the com- 
pany finds that “the general pub- 


(Continued on page 64) 












































This attractive radio sales room was arranged by Zitzer Bros., of Philadelphia, as an adjunct to their hardware store. 


Zitzers Are Making Money 


out of RADIO 


By HAROLD FRANKLIN 


FE have made money 
on our radio depart- 
ment for a good many 
years. What’s more, we’re go- 
ing to continue. We'll do it by 
the simple method of making 
only those sales that show a 
profit. We're not going in for 
the ruinous price competition 
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that is dragging so many radio 
dealers down. We’re not going 
to feature low-priced outfits. We 
won’t take any chance whatever 
on extending credits and we 
won’t shoot our profits on un- 
limited free service regardless of 
what others might feel called on 
to do.” 

Here, in the words of C. Zit- 
zer, Jr., we have the outstanding 


features of the policy that has 
had so much to do with the prices 
of the radio department of 
Zitzer Brothers, Philadelphia 
hardware dealers. It is the same 
policy under which the depart- 
ment will be conducted during 
this crucial’ fall and winter sea- 
son. Mr. Zitzer adds: 

“We'll probably not make 
nearly so many sales as a lot of 
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other dealers, However, we'll 
show a profit—and if, by chance, 
we don’t, I figure we won’t lose 
a bit more than we would if we 
went in for all the wild practices 
that have spelled ruin for so 
many. We'll even be ahead of 
the game. After all, radio is 
only a department of our store 
and we’ve got to conduct it in a 
way that will reflect credit on 
the business as a whole.” 

Zitzer Brothers—Edmund and 
C. Zitzer, Jr—are old hands at 
the game. They started selling 
radio when first it entered the 
business world. By 1928, their 
department had outgrown the 
space available for it. Then the 
brothers purchased the store 
room adjoining theirs and ar- 
ranged a radio sales room that 
is as attractive as any to be seen 
anywhere by the average cus- 
tomer—and one that is far more 
pleasing than most. 

Today, in addition to radio, 
the department houses automatic 
refrigerators and numerous elec- 
trical appliances. Despite the 
added expense, it has shown a 
profit from the start and is still 
“in the black” today. 


Made Their Mistakes 


Zitzer Brothers admit having 
made their mistakes in radio. 
They found that a pretentious 
outside selling program wasn’t 
the thing for them. They tripped 
over the service problem and 
stubbed their toes slightly on 
trade-ins. The important thing 
is that no mistake was allowed to 
go far. Remedies were quickly 
applied and the experience thus 
acquired turned to later profit. 

C. Zitzer, Jr., has made a par- 
ticular study of radio selling. In 
the early days, he studied radio 
technically so that he could han- 
dle his own service work and see 
that it was done right. He has 
visited many other stores, talked 
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with wholesalers: and manufac- 
turers and given careful thought 
to radio merchandising in gen- 
eral. Radio to him has not been 
a side line, but an important part 
of the store’s bread-and-butter 
business. 

Mr. Zitzer regards this coming 
season as a critical period. He 
feels that countless dealers who 


Read this story of how 
a Philadelphia hard- 
ware firm is consis- 
tently making its radio 
department pay, how 
it has avoided the prac- 
tices that have spelled 
failure for others.— 
One of the best com- 
mon sense articles on 
this subject you have 
read in a long time. 


have survived in radio up to this 
time will fade out of the picture 
as a result of a combination of 
circumstances, over - production 
and foolhardy merchandising 
tactics. Consequently, he has 
based his own plans, first on the 
iron-bound policy that every 
sale must produce a reasonable 
profit; second, on the knowledge 
that it costs them just as much 
to sell a cheap set as a costly one 
and, third, on the assumption 
that a paying number of radio 
prospects have learned their les- 
son as regards radio “bargains” 
and will naturally gravitate to a 
store that stands head and 
shoulders above the maze of 
wild, cut-throat competition. 
Here’s the way he feels about it: 

“While manufacturers have 
been in a frenzy to see who could 
make the cheapest set, dealers’ 
selling costs have dropped little 


if any. Geared up to sell sets 
at $100 and more, they are now 
confronted with the problem of 
handling outfits at one-third or 
even less that price. Moreover, 
there is little chance of reducing 
sales expense materially. <A 
radio cannot be wrapped up like 
a hammer or saw, handed over 
to the customer and forgotten. 
Not one out of twenty sets is sold 
on the customer’s first call to the 
store. Ninety per cent of our 
sales result from home demon- 
strations that require demon- 
strators and a costly delivery 
service. 

“Then comes the problem of 
service. With competitors of- 
fering free service for a year, we 
are working on a six months’ 
basis. This is so because people 
have learned that our service 
offer means exactly what it im- 
plies which is more than can be 
said for a lot of others that pre- 
tend to be twice as liberal. But 
even six months of free service 
is an expensive proposition. If 
we were up against the same 
thing in our general hardware 
lines, we'd have to increase 
prices materially— unless, of 
course, the average sale was 
much larger than it actually is. 


Push Higher Priced Outfits 


“Consequently, we’re going to 
push only the higher-priced out- 
fits. We'll, probably handle 
some midgets—yes. But we’re 
not going around looking for the 
cheapest of the cheap and we’re 
not going to put a lot of high- 
priced sales and service effort be- 
hind something that doesn’t bring 
us a commensurate return. In 
short, well not make a single, 
solitary sale of radio that doesn’t 
net us a fair profit. That means 
more than specializing on the 
higher-priced cabinet outfits. It 
also means that we won’t go in 

(Continued on page 47) 
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By ELIZABETH TUTTLE 


HE cooking school is en- 
joying a tremendous wave 

of popularity. This new 
movement is “playing to ca- 
pacity houses” and its offers the 
hardware merchant a most ideal 
medium for favorable publicity. 
The sessions are enthusias- 
tically attended by women in all 
walks of life. Obviously, they 
are the home-makers and _ thus 
are the purchasing agents of the 
community. Therefore, the 
hardware merchant who avails 
himself of the unique oppor- 
tunity to place his wares before 
these women while they are in a 
receptive state of mind, has made 
many potential sales. 
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The demonstrator generally 
carries her smaller articles of 
equipment with her, but, being 
a woman, she is always looking 
for “something different” and 
she will gladly try out any new 
kitchen item that you have in 
stock. Everything that she says 





Reach 


Women 


through 
the 


Cooking 
School 


in the presence of the “students” 
carries much weight and the ar- 
ticles that she uses are thereby 
recommended. Get her into 
your store, if possible, as soon 
as she comes to town. Show her 
your housewares and any new 
utensils that you have in stock. 
Invite her~to take them to the 
school and use them. She will 
be pleased and complimented 
and the advertising that you will 
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receive will more than repay 
you for your little effort. 
If you are handling elec- 
tric ranges and refrigerators, 
or kitchen cabinets and ta- 


bles, you can- 
not do better 
than to offer 
these things to 
be used all dur- 
ing the school. 
Remember 
this, Mr. Hard- 
ware Merchant! 
the local retail- 
er is usually 
the first to be 
invited to coop- 
erate, and if he 
doesn’t, there 
are always 
others who are 
eager to do so. 

Make the 
most attractive 
window that 
you can for 
cooking school 
week. Arrange 
all sorts of 
kitchen things 
—ranges to egg 
beaters. Use 
“talking” price 


cards and have every item priced. 








WILD ABOUT WOMEN! 


Since the discovery that women 
are the nation’s buyers successful 
merchandisers are combing the 
country for ways and means to 
bring more women into their 
stores. Fortunately women are 
more responsive than men are to 
attractive store events, and what 
housewife is not interested in 
cooking schools? The author of 
this article tells of a rousing cook- 
ing school conducted in her town, 
Chariton, Iowa, where her hus- 
band conducts a hardware busi- 
ness. The Tuttles took an active 
and helpful part in the school and 
are confident that such events 
offer hardware men and other in- 
dependent merchants a rare op- 
portunity. Read what Mrs. Tuttle 
has to say. 








that women need in pre- 





The exhibits on these pages 
were used by the Tuttle 
Hardware Co., at the Chari- 
ton, Iowa, Cooking School 


everywhere else, “variety is the 
spice of life.” 

Another thing that goes well 
is to pass out leaflets at the door 
as the ladies come in. Manu- 
facturers are glad to furnish at- 
tractive advertising with your 
imprint and these should be 
given out by a pretty girl who 
knows how to smile. Always 
hire a pretty girl. She will cost 
you no more and even if she did, 
the beauty and the smile are 
worth the dif- 
ference. Pass 
out a different 
but suitable set 
of leaflets each 
day. A check- 
up after the 
sessions will 
convince you 














Let the ladies know that you are 
“in step” and that you are pre- 
pared to furnish the items that 
they will see used. Let the peo- 
ple know that there is a hard- 
ware store in town, and that your 
store is a source of supply for 
the new and desirable household 
items. 

Arrange a table inside the 
store, featuring the handy things 
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paring the food for the 
family and the things 
that save steps and _ labor. 
Continue this table display after- 
ward, but change the displays. 
Move things around, put dif- 
ferent items out and change the 
cards. Sometimes cards of dif- 
ferent color make an agreeable 
change, for we must remember 
that in the hardware store as 


that a surpris- 
ingly high per- 
centage of these little “‘mission- 
aries” have been taken home 
along with recipes and other 
gleanings. 

The sponsors of the cooking 
school generally welcome ex- 
hibits from local stores and here 
is a splendid place for you to 

(Continued on page 63) 
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DON HALLOCK 


This is the Hallock display room 
for major electrical appliances. 
On the opposite page the firm’s 
delivery and demonstration truck. 







Nine years ago Don Hallock joined the F. 








Hallock organization for the express purpose 
of building up a healthy business in electrical 
specialties. During that time 


Hallocks Have Sold 2500 
Eleectrie Washers 


By J. M. WITTEN 


RGANIZED sales effort 
() has enabled The F. Hal- 

lock Company, Derby, 
Conn., to establish a remarkable 
record in selling washing ma- 
chines. Prior to 1922, scarcely 
any attention had been devoted 
to promoting the sale of such 
major electrical appliances. That 
year, Don Hallock became af- 
filiated with the store for the 
definite purpose of building up 
a healthy and profitable business 
in electrical specialties. During 
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the past nine years, under his 
supervision, approximately 2500 
electric washers have been sold 
by the store in its immediate 
trade territory. He went after 
the business in a thorough, well 
planned and systematic manner, 
segregating specialty selling into 
a distinct department. This per- 
mits the use of highly productive 
methods that otherwise might not 
be as readily applied. 

The only phase of the specialty 
department that is literally “part 
and parcel” of the store proper is 








the display in the parent estab- 
lishment at Derby, where major 
appliances are displayed in con- 
junction with the usual hardware 
lines. Branch stores located in 
New Haven and Bridgeport fea- 
ture electrical specialties exclu- 
sively. Everyone in the specialty 
sales division of the company 
devotes his attention to that line 
alone. The sales staff is com- 
pensated on a commission basis, 
ranging from 10 to 15 per cent, 
depending upon the circum- 
stances involved. 
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Specific districts of the store’s 
trading territory are allotted to 
each sales person to personally 
canvass for prospects. This 
thorough combing of the terri- 
tory is declared absolutely nec- 
essary to develop prospects in 
profitable numbers. When there 
is reason to believe that a sales- 
man is doing his work in a dila- 
tory manner, Mr. Hallock takes 
one side of a residential street, 
while the salesman who has been 
doing his work half-heartedly, is 
assigned the opposite side of the 
same street. As a usual thing, 
this procedure induces the sales- 
man to redouble his efforts. 


A Solid Basis fer 
Satisfaction 

It is a well established rule 
that all specialties must be sold 
in such a manner that both the 
store and the customer shall 
profit through the transaction. 
No attempt is made to apply un- 
due pressure on the prospect and 
careful and prompt attention is 
given when any sort of me- 
chanical trouble is reported. The 
firm is just as interested, or more 
so, in keeping the machines they 
have sold in good working order 
as they are in making a sale to 
a new prospect. Users have been 
quick to voice their approval of 
this policy, with the result that 
the quick and thorough service 
that is provided has gained wide 
recognition in the community. .A 
complete line of repair parts is 
carried, obviating the necessity 
of asking the owner 
to wait until repair 
parts can be ordered 
and obtained from 
the manufacturer. 
Charges made for 
the services of an 
expert repair man 
are kept as low as is 
consistent with the 
service rendered. 
The time charge 
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only embraces that spent actually 
on the job. 

The privilege of doing the 
week’s wash for any household 
in the community is eagerly 
sought by the store. Demonstra- 
tions are cheerfully given 
whether the party interested ac- 
tually intends to buy or not. The 
store has found it helpful to 
convince everyone sufficiently in- 
terested of the merits of the ma- 
chine being offered, and ‘of the 
convenience, ease of operation, 
economy and cleansing qualities 
of modern home _laundrying 
equipment. 

It has been the experience of 
the firm that one dmonstration of 
a washer usually serves to con- 
vince a prospect of the advan- 
tages of the machine. In con- 
trast, few sales of ironers are 
made until two complete demon- 
strations have been made. This 
would indicate that washers have 
wider public acceptance than 
ironers, as when considering the 
latter, two demonstrations are 
required to convince prospects 
of the merits of ironing devices. 
Women have proved better dem- 
onstrators of ironers than men, 
while both men and women can 
conduct a convincing washer 
demonstration. 


A Related Item 


In selling ironers it is natural 
that the largest portion of these 
would be sold in homes using 
washers purchased from Hal- 
However, a fairly good 


lock’s. 








volume of ironers is sold in 
homes not equipped with wash- 
ing machines. Of course, an 
effort is made to also equip such 
homes with a washer. In some 
instances, housewives who use 
the “wet wash” service of com- 
mercial laundries prefer to do 
their own ironing. Sales of 
ironers to homes favoring the 
““wet wash” idea, as well as to 
those who continue to wash by 
hand are not at all uncommon. 
One of the strongest points in 
selling washers to users of “wet 
wash” service has been stressing 
the sanitary features of the home 
method. 


Summer is a Gocd Time 
to Sell Washers 


It is Hallock’s opinion that 
when a healthy volume of busi- 
ness has been developed in elec- 
trical specialties, the merchant 
should not relinquish his sales 
efforts. Instead, he advocates 
the consistent application of sell- 
ing endeavor. He pointed out 
that when selling momentum is 
allowed to taper off that the ac- 
celerated pace becomes doubly 
difficult to regain. Despite the 
fact that the store finds it ad- 
visable to push _ specialties, 
throughout the year, the summer 
period is deemed an especially 
opportune time to promote their 
sale. When the weather becomes 
unbearably hot, a week’s wash 
for the average family becomes 
a particularly disagreeable task 
and the sales resistance of most 
housewives, toward 
labor saving equip- 
ment, is then low. 

Much credit for 
the firm’s success in 
selling major appli- 
ances is due to the 
capable and well 
trained sales force. 
Miss Carrie Spahr, 
for thirty years the 
(Continued on page 63) 
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If You Have Good Values—tTell 
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ANNING TIME: 
CC3 
f r chool The most modern canning equip- 
S €a O ment at rock bottom prices. 
Don’t “slave” trying to make 
jellies and put up fruits when 


Cc 


CC1 


Now is the time to buy your school supplies. You can’t beat it’s so easy with the right equip- 
(Store Name) for quality and low prices. We have a complete ment—and when you can pur- 
line of school needs—everything new—everything shiny, and all chase everything you need at 
priced the lowest you’ve seen in years. Don’t put it off. Bring our low prices! 


your child in today and let him help make the selections. 





(School Items and Prices) Gesuen:ounlh Piiase) 


YO UR OrO?R se AA RE 





YOUR STORE NAME 











! HOW -e 
TO ORDER 


If you have local stereotyping 
CC2 facilities, request the complete 
sets of mats of all the adver- 


tising illustrations of these two 
Get In the Race! pages, enclosing your check for 











| $1.25. If you need mounted 
Crowds are hurrying to (Store Name) to buy their hardware cuts order them by number 
needs at tremendous savings. Never in our history have we given under each cut, listing the 


offered such high grade, up to the minute hardware at such ; 
low prices. Come in today and see for yourself. Here are a few numbers in a oeininn. Figure 
j of the winners! the charge of 35c. for each cut 


when less than ten cuts are 
4 ordered ; when ordering ten cuts 
‘ or more figure the charge at 30c. 
for each cut ordered. Enclose 
(List Tevms end Prices) check with order, please—this 

saves’ bookkeeping for small 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
You R S$ T O-R2_E- HH A ese 239 W. 39th St. New York City 
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ll} Your Customers—ADVERTISE 
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Man to Man es 
Sa Rah! Old Time Ba rgains! 


buying where he gets the most 
for his dollar, but he knows that 


he must buy first class, good It makes our customers cheer and it makes us happy too. Not 
quality merchandise to get the for many years have you seen your hardware needs priced as 
service he has a right to ex- low as at (Store Name). There are old time prices, but new 
pect. We believe you will find modern hardware—of the high quality that assures years of 
at (Store Name) the lowest service. Buy here and save. 


prices for the same high grade 
hardware that assures years of 











service and - page ee P| bi S li 
are some of our exceptiona 
values. um ing upp 1es 
Modern bathrooms and kitchens de- 
serve modern accessories. Study these 
low prices—they will save you money. 
List Items . ‘ 
( : (List Plumbing Supplies 
and Prices) . 
and Prices) 
Cc9y 
Electrical 
YOUR STORE NAME lectrical Supplies 


Get your lighting plant in order. Bet- 
ter buy a supply for the Winter at 
these low prices. 








(List Electrical Supplies 
- and Prices) 





CC6 
Door Locks and Hinges TK 
Time to check up on your door locks Ps 
and hinges. We carry a complete ” er 


line of door hardware fof the home, 
garage and barn, Ph) 


° 


(List Door Hardware 
and Prices) 
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CC5 . 
Play Ball YOUR STORE NAME 


Boys! Here’s your chance to 
outfit your school team at rock- 
bottom prices. High grade base- 
ball supplies specially priced for 
school opening. Come in today 
and look them over! 





Telephone 


(your number) 


No need to worry about the bad weather, or 
that you can’t take time to come to (Store 
Name). Just phone your order and we'll do 
the rest. 

Don’t forget cold weather will soon be here 
—time to look over your roof, windows and 
doors, heating plant, etc. We carry a com- 
plete line of hardware at remarkably low 
prices for such high quality merchandise. 





(Baseball Items 
and Prices) 





YOUR STORE NAME Our. 32-0 2 EF. NAME 
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CO., wholesalers, 
New York City, 
set up the window 
shown at top of 
this page for the 
suggested use of 
their suburban 
customers. It is 
particularly ap- 
propriate at this 
season. Another 
seasonable  win- 
dow display is 
the window from 
Wise Hardware 
Co., Pelham, N. 
Y., shown at the 

















1) Windows From Now On 


bottom of page 
40. From the 
same store comes 
the other window, 
featuring house- 
furnishings in an 
inviting way. 
This is at the top 
of page 41. The 
color provided by 
the merchandise 
of these windows 
was a strong sell- 
ing force. 

The long win- 
dow featuring 
radio tubes was 
used by the Stam- 
baugh - Thompson 
Co., Youngstown, 


Ohio. 
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- Let Us Supply - - 


Your Electrical Needs 


We Furnish Everything 


But The Current 
















| ‘yee window 

trimmers! With- 

in a few days 

your customers will be 

home again after their 

vacations. Minds will be 

focused upon the home 

and its furnishings. What better 

time than now to present your 

housewares and electrical mer- 

chandise for their attention and 
approval? 

This week’s windows need no 

" charts for producing the posters. 

They are straight sign writing 

jobs and can be taken care of by 

your show card man or sign 

writer. Much can be done in 

connection with these posters if 

a good color note is used. Since 
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Help Your Windows to Do 


Back them up with advertising and store displays, 
and they will prove their real worth. Now is a 
time to get favorable attention for home needs. 


September is almost here, we can 
go to warmer shades than we 
have been-using during the sum- 
mer months. The poster for the 
electrical appliance window can 
be in a two tone effect, using as 
a body color a corn tint and dark 
or medium brown for the letter- 
ing. In the housewares window 
the regular red and black com- 
bination will serve very well. 
Let us repeat our frequent ad- 
monition to have the windows 


spotlessly clean. Carelessly 





washed windows are but little 
better than dirty ones. Get that 
window so clean that it doesn’t 
appear to be there. A few table- 
spoons of vinegar in the water 
will help a lot to get that ultra 
clear glass. 

Don’t forget to include an am- 
ple supply of price tickets on the 
merchandise— many a sale is 
lost for the want of a bit of in- 
formation as to the price and the 
value behind the price. 

When these windows are in- 
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a Better Selling Job 


stalled make sure that the same 
type of merchandise is on dis- 
play in the store where it can 
readily be seen and get the bene- 
fit of your window trim. Of 
course your advertising carries 
the story about the goods you are 


Gulf Southwest Hardware 
Survey Now Being Printed 
(From Our Washington Bureau) 


The report on the survey of the 
wholesale, wholesale-retail and _ retail 
hardware business in the Gulf South- 
west was sent to the government print- 
ing office on Tuesday of last week. 
While it is not possible to say when 
the report will be ready for distribu- 
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offering in the windows and store 
displays. 

Your windows can carry a big 
load. They are one of your 
strongest salesmen, but they can- 
uot do the whole job any more 
They 


than you can. must be 





tion, it is believed that it will not re- 
quire over a month or six weeks. 

The study was made by the Domes- 
tic Regional Division, Department of 
Commerce, under the direction of E. 
F. Gerish, in charge in Washington, 
together with three field agents, Wal- 
ter Mitchell, Jr., Walter A. Bowers 
and Malcolm George. Cooperation was 
given by men in the trade in the South- 
west, the Southern Jobbers’ Associa- 
tion, the National Retail Hardware As- 















































backed up by every help you can 
give them if they are to do their 


best selling. So when you want 
to move merchandise lay down a 
barrage of effort: windows, ads 
and store displays of the same 
merchandise. * 


sociation, the National Hardware As- 
sociation, state retail association sec- 
retaries, Chambers of Commerce and 
other organizations. 

The result is an exhaustive report 
covering such vital subjects as turn- 
over, costs, profits, market areas and 
related information, presented in great- 
er detail than ever before. The states 
covered are Arkansas, Louisiana, Mis- 
Missouri, Oklahoma, Texas 
and western Tennessee. 


sissippi, 
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SENTIMENT 


as a Sales Ally 


Number twenty-six of a series 
of short articles for the man 
on the sales floor. 


N appeal to sentiment will 
A often sell an article when 
an appeal to logic would 
have little or no effect. All of us 
have a certain amount of senti- 
ment in our make-up, and un- 
consciously we are influenced by 
it. The salesman who tactfully 
brings into his selling argument 
an appeal to sentiment practical- 
ly doubles his chances of making 
that sale. 

Let us presume we are trying 
to sell a washing machine. We 
will first use a sale argument 
based entirely on a practical ap- 
peal with sentiment left out en- 
tirely. We start out: “This ma- 
chine will wash clothes thor- 
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oughly and quickly. The tub is 
of solid copper, polished and 
lined with nickel. The agitator 
is of one-piece cast aluminum. 
The frame is made of heavy 
channel steel, with an extra 
heavy cast base on which the tub 
is mounted. The motor is of the 
highest grade, one-quarter horse- 
power, etc.” 

How many people do you hon- 
estly believe would be influenced 
to buy merely by that type of a 
sales talk? 

Now, let us add sentiment to 
our sales arguments, somewhat 
as follows: “Mr. Brown, I know 
that you are very much inter- 
ested in the welfare of your fam- 








ily, and for that reason I feel 
sure you will be interested in 
knowing what this washer can do 
for them. It will wash clothes 
in a safe, sanitary and scientific 
manner, with a minimum of ef- 
fort. It will add to the health 
and happiness of Mrs. Brown, 
and give her more leisure time 
to spend with the children and in 
recreation, It will take a lot of 
worry, care and hard work off 
her mind and make washing easy 
instead of a drudgery. The ma- 
chine itself is exceptionally well 
made, practical and economical 
to operate.” 

Then follow with details of 
construction, etc., with reasons. 
For example: “The polished one- 
piece aluminum agitator with its 
tapered center post causes a new 
and powerful water action, which 
churns up a mass of soap bub- 
bles, forcing the water up and 
down, forward and back, through 
every mesh of the fabric, in such 
a way that the clothes are cleaned 
thoroughly without injury,” etc. 

Now, put yourself in that cus- 
tomer’s place. How would those 
two selling arguments affect you? 
Would the first, in which a wash- 
ing machine is presented merely 
as a combination of copper, alu- 
minum, iron, steel, etc., make 
a very strong appeal to your 
pocketbook? Would you not be 
much more interested in a wash- 
ing machine as a means of light- 
ening the work of some one you 
love; of conserving her health 
and strength, and adding to her 
pleasure? Of course you would; 
so would any other normal hu- 
man being. 

Now don’t misunderstand me. 
Construction, material and op- 
eration all have a vital place in 
a sales talk, but they should not 
be used alone. They appeal only 
(Continued on page 47) 
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EDWARD F. DAILY 


EEN competition, small 
kK store space and a rapid- 

ly shifting population 
are the factors with which Ed- 
ward F. Daily must contend at 
524 Eighty-sixth Street, Brook- 
lyn, N. Y. Four years ago Mr. 
Daily, who with his wife com- 
prises the entire sales force of 
the store, bought the business. 
Here is the competition the Daily 
store faces, within two blocks; 
Kresge’s, Woolworth’s, a hard- 
ware store, a housefurnishings 
store, an appliance sales agency 
and several chain druggists 
which carry such hardware items 
as electric toasters, cleaning 
fluids, scouring devices, sand pa- 
pers and scouring powders. 

In spite of that competition 
the store enjoyed a turnover in 
excess of 3 2/7, last year, as 
compared with 1.71, the average 
rate for the year, the stores in 
its class, according to NRHA 
survey figures. That record is 
particularly outstanding, when it 
is considered that much of the 
Bay Ridge section of Brooklyn 
is now given over to apartment 
houses. Apartment house dwel- 
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He Does a Big Business in the 


Smaller Items 


Edward F. Daily, Brooklyn, N. Y., has 
developed a housefurnishings business 
that puts him in the major class of hard- 


ware dealers. 


lers move frequently and do not 
ordinarily have much call for 
hardware items. 

Lack of space prohibits the 
carrying of larger units of sale, 
such as washing machines, re- 
frigerators, gas ranges and wash- 
ing machines. The largest sin- 
gle unit of sale runs from $18 to 
$20. These disadvantages do 
not stop the Dailys. They are 
first class merchandisers, even 
though their store is but 65 ft. 
in length and less than a third 
as wide. High rental makes it 
imperative to keep only fast mov- 
ing merchandise—every item 
must pay for the space it oc- 
cupies. 


Advertising Methods 


An up to the minute mailing 
list is used to the fullest advan- 
tage. In the first four and last 
four months of the year, the 
“Daily” News, sales bulletin of 
the store is issued, about once a 
month. The very name intrigues 
the interest of the customer. In 
addition to the numerous well 
illustrated items of seasonal in- 
terest there are always a few 
“red hot” bargains. It pays to 
read the “News.” 

A recent issue carried a box 


captioned, “Can You Keep a 
Secret?” It went on to say, “If 
you will call at our store, and 
mention this ad you can buy a 
10 qt. ——— pail for only 10c. 
You must ask for it, none are on 
display.” A well known pail 
of good quality was named in 
that box. Another box in the 
same issue said, “Mention this 
ad and get a long handled cot- 
ton yacht mop for 10c. You 
must ask for it, none are on dis- 
play.” Offers like the above are 
expensive, but they attract cus- 
tomers, who buy numerous other 
items at the same time. 

Ih a recent address before the 
Brooklyn Hardware Association, 
of which he is a past president, 
Mr. Daily advised dealers to 
have a tie-up between sales bul- 
letins, window displays and 
newspaper advertising. He told 
them that a wise plan was to get 
a local advertising agency to 
handle all their advertising for 
them, preferably on an annual 
contract basis, as it is less expen- 
sive. As Mr. Daily has a natu- 
ral ability for the writing of in- 
teresting attractive sales pulling 
copy he writes his own bulletins 
and advertising matter. 

Some time ago the Dailys 
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found that their mailing list was 
composed largely of apartment 
house dwellers. Now they are 
concentrating on increasing their 
list of private home dwellers. In 
fact no particular effort is being 
made to add to their list of apart- 
ment house residents. The two 
types are kept entirely separate. 
That no “dead” names may be 
on the list the Dailys guarantee 
return postage on all mailings. 
When a mailing is returned the 
name is taken off the list im- 
mediately. They read local pa- 
pers for new names for the list, 
as found in wedding notices, etc. 
And of course new customers 
who come into the store are 
added from time to time. 


How Special Sales Are 
Conducted 


In conducting special sales 
the Dailys believe that at least 
half the items offered should be 
priced attractively low. They do 
not believe in moving all the 
“lemons” at once. Further they 
consider it wise to ask the manu- 
facturers and wholesaler’s sales- 
men to make suggestions as to 
items to “sweeten” the sale list. 
When the sale is on, a list of 
specials is kept at the wrapping 
counter for ready reference. 

Sales are planned for several 
weeks in advance and are run 
according to the length of time 
announced. After the time for 
the sale has elapsed, merchan- 
dise is put on sale at the regular 
price, thus keeping faith with all 
customers and preventing pos- 
sible friction. It is an ironclad 
tule. 

On practically all items, either 
of the Dailys can give a con- 
vincing sales talk, as they study 
their merchandise as well as 
their customers’ needs. When 
customers protest a price, the 
Dailys politely explain that the 
merchandise is so priced because 
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it is of high quality. The woman 
who asks about cheap paint, is 
told that it will be of a poorer 
grade and that it will not last as 
long as good paint. Also the 
possibility of damaging wood- 
work with an inferior product is 
pointed out to her. The customer 
is never ridiculed for not under- 
standing such a situation, nor is 
surprise shown that she would 
not quickly see the reasons for 
better grade merchandise. 


Daily Display Methods 


Although there is but one dis- 
play window it does its work very 
well, for attractive merchandis- 
ing displays are made by Mr. 
Daily. Ordinarily they are 
changed once a week. Much of 
the merchandise inside the store 
is displayed on modern open 
table fixtures. All merchandise 
is neatly kept in related groups. 
And the store is well lighted. 

Men like that store, too. 
Just as women like to “look 
around,” the men find it an in- 
teresting place. Most of the 
people who “look around” are 
not approached until they are 
definitely interested in some- 
thing, for the Dailys know that 
they will soon have their hands 
full of merchandise to buy. 


Know Their Customers 


The Dailys make it a point to 
know something of the personali- 
ties of their customers. They 
show interest and concern in ill- 
ness in the family of a customer 
as well as interest in their hob- 
bies. But they never pry into 
customers’ affairs. They will 
talk with customers on any sub- 
ject brought up, as though they 
were vitally interested, gradual- 
ly but carefully changing the 
subject to household needs. Chil- 
dren like the store, too, for they 
are treated with attentive courtesy 


equal to that afforded adults. 

Both the Dailys are courteous 
to customers, always greeting 
them with a pleasant smile and a 
cheerful remark. They go to 
meet their customers and do not 
stand and wait for their ap- 
proach. 

Competition doesn’t bother 
them. They simply serve their 
customers in the proper manner 
and occasionally give real bar- 
gains. When the bargain is the 
result of a special purchase or 
is prompted by a desire to clear 
stock, their bulletins say so. 
Their campaign does not include 
tirades against mail order and 
chain store methods nor remarks 
about their competitors. . They 
sell merchandise in a positive 
manner. Being merchandisers 
they have a professional ac- 
countant do their bookkeeping, 
so that they may give their en- 
tire time to the field they under- 
stand. 

So far the Daily store has av- 
eraged a profit of about $5,000 
a year. The present inventory 
runs somewhere around $7,000. 
Last year they purchased 
$17,000 worth of merchandise 
and made sales in excess of 
$23,000. A good year is con- 
sidered one in which sales reach 
$27,000, although the Dailys ul- 
timately hope to reach the 
$50,000 mark in the store. In 
better times they have reached 
the $30,000 mark. 

Mr. Daily has been a hard- 
ware man for more than twenty 
years. At different times, prior 
to the formation of the business 
of Edward F. Daily, Inc., he 
managed the stores of A. N. 
Nelson Co., Brooklyn, N. Y., and 
the Scarsdale Supply Co., Scars- 
dale, N. Y. He is very active in 
local association work and has 
on several occasions been one of 
the main speakers at business 
sessions of various organizations. 
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for terms that are so ‘easy’ that cus- 
tomers forget all about them. It 
means that we won’t offer home dem- 
onstrations indiscriminately or go 
haywire on the free service racket. 

“We've got a community reputa- 
tion to maintain and we’re going to 
maintain it. As a matter of fact, I 
think our efforts in this direction 
have been our salvation as far as 
radio is concerned. Folks are get- 
ting tired of this wild-eyed radio 
selling. They’re becoming leery of 
easy terms. A lot of them have been 
beautifully trimmed on radio ‘bar- 
gains.’ 

“Of course a lot of folks will con- 
tinue to chase radio rainbows. ~ Let 
’em do it. We’re after radio profits. 
We figure the only way we can get 
them is to give our customers a 
good, square deal plus service that 
insures satisfaction. We don’t give 
them promises—we give ’em what we 
promise. To do that, we’ve got to 
sell good sets and sell them at a fair 
price. 

“This doesn’t mean that we’re ‘off’ 
the cheap midgets altogether. We’ll 
keep a close eye on them. There will 
probably be good money in them 
when customers have been educated 
to expect no more than their money’s 
worth and when dealers learn the 
fallacy of trying to give more than 
they get. But we're not going to 
wade into the thick of ruinous com- 
petition. Even now we don’t feel 


Zitzer’s Are Making Money Out of Radio 


(Continued from page 33) 


called on to do something that we’ve 
never had to do in the past. 

“Radio has had a lot of ups and 
downs since we first linked arms 
with it. Our volume has never been 
as large as it might have been—but 
then, we have always shown a nice 
profit and there’s a lot in the busi- 
ness who don’t have anything to show 
for their efforts but worry. There is 
still a high-grade business to be done 
and we intend to do it, at the same 
time keeping eyes and ears open to 
sense trends.” 

About 25 per cent of Zitzer 
Brothers’ radio business is done for 
cash. No down payment on instal- 
ment sales is less than 20 per cent, 
and each and every credit applicant 
is personally investigated by one of 
the brothers. Losses have been al- 
most nothing. 

No door-bell ringers are employed. 
They went into this on an extensive 
scale a couple of years ago, but soon 
gave it up as a bad job. Now, while 
outside selling is still done, it is care- 
fully planned and there is no “cold 
turkey” work. Every prospect who 
visits the store gets a personal call 
from the salesman who served him 
if he does not return within a few 
days. All who buy sets are carefully 
contacted for the names of friends 
who are interested. 

No set is ever left in a home on 
demonstration longer than 48 hours. 
Moreover, demonstrations are never 





given unless the Zitzers are convinced 
that the prospect means _ business. 
Demonstrations are not the object of 
their sales talk. They are merely re- 
garded as a means to an end. Pros- 
pects know that, following a home 
demonstration, they will be expected 
to sign on the dotted line if the out- 
fit comes up to the claims made 
for it. 

Zitzer Brothers believe in giving 
their salesmen a real incentive to do 
their best. The manager of the radio 
department, for instance, receives a 
salary of $30 a week, plus 3 per cent 
commission on all sales. Thus a 
high type of man is obtained for the 
work. 

On the other hand, service men 
are paid on a straight salary basis. 
Commissions were tried once, but it 
was found that this system led to 
excessive service charges and dis- 
gruntled customers. In a radio de- 
partment of the type conducted by 
Zitzer Brothers service is of para- 
mount importance, for it is here that 
they can—and do—get the edge on 
price-cutters and gyps. By getting a 
fair price on sets, they can give far 
above the average service, and that, 
more than anything else, brings them 
the business. 

And, even at that, this store’s ser- 
vice department is not an expense. 
It is expected to show a profit in its 
own right—and does. 


Sentiment as a Sales Ally 


to the customer’s reasoning mind. 
Why leave out sentiment, pride 
and other human _ emotions? 
Meanwhile, 85 per cent of the 
people who buy merchandise are 
influenced to do so by their feel- 
ings and not by logic or argu- 
ment. 


Logic takes account of price, 
general conditions, absolute need, 
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(Continued from page 44) 


etc., while sentiment keeps these 
elements in the background and 
makes its appeal to the custom- 
er’s finer sensibilities. 

Know the merchandise you 
have for sale; find out what ap- 
peals it has to sentiment, pride 
and other human emotions; tie 
these appeals up with the prac- 
tical facts and your sales will 


grow in a way that will surprise 
you and please the man who sets 
your salary. 





Foreign Barbed Wire 
Reaches Chicago 

The Swedish freighter Anna docked 
at the Chicago plant of Montgomery 
Ward & Co. on July 28 with a cargo 
of 1500 tons of merchandise, most of 
which was barbed wire from Antwerp, 
Belgium. 
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Five Leading 


An important hardware merger 
was effected on Aug. 17 when 
five leading shovel manufacturers 
sold their entire interests to the 
newly formed Ames Baldwin 
Wyoming Shovel Co., which for 
the present will make its head- 
quarters at North Easton, Mass. 
Companies forming the consoli- 
dation are. Ames Shovel & Tool 
Co., with plants at North Easton, 
Mass., and Anderson, Ind.; Hub- 
bard & Co., with plants at Pitts- 
burgh, Pa., Alton, Ill., and Mont- 
pelier, Ind.; Wyoming Shovel 
Co., Wyoming, Pa.; Pittsburgh 
Shovel Co., Pittsburgh, Pa., 
whose plant is at Leechburg, Pa., 
and the Baldwin Tool Works, 
Parkersburg, W. Va. The new 
company will continue the op- 
erations of all of the plants of 
the predecessor companies and 
will continue without interrup- 
tion the distribution of their well 
known shovel brands such as 
O. Ames, Red Edge, Monongah, 
Husky, Coal Bluff, Pacemaker 
and Beall’s Xtra. 


E. L. HARTER ACQUIRES 
PARTNER’S INTEREST 


Earle L. Harter, president and 
general manager, Central Hard- 
ware Co., Hollywood, Cal., a 
past-president of the Southern 
California Retail Hardware As- 
sociation, recently purchased the 
interest of his former partner, 
J. L. Langrois, in the two stores 
operated by the firm. Baxter B. 
Williams has been appointed 
manager of the branch at 7522 
Sunset Boulevard, Hollywood. In 
store No. 1 in Hollywood, Mr. 
Harter’s son, Lee Harter, is as- 
sistant manager. Mr. Harter be- 
came a member of the firm ten 
years ago, while Mr. Williams 
has been with the business for 
the past ten years. 


TUBBS CORDAGE CO. 75 
YEARS IN BUSINESS 


The Tubbs Cordage Co., San 
Francisco, Cal., was founded in 
1856 by A. L. and Hiram Tubbs, 
members of a ship chandlery 
firm. Alfred S. Tubbs, born in 
1856, is a son of one of the 
founders and serves today as 











RICHARD HARTE 


Richard Harte, vice-president, 
Stone & Webster Co., Boston, 
Mass., is president of the Ames 
Baldwin Wyoming Shovel Co.; 
Norbert T. Jacobs is in charge 
of sales, and L. J. Reay is 
treasurer. Mr. Jacobs was vice- 
president and Mr. Reay acting 





president of the firm. Other offi- 
cers of the company are: Vice- 
president and general manager, 
Henry D. Nichols; _vice-presi- 
dent in charge of production, 
F. P. McCann, and vice-presi- 
dent in charge of sales, H. K. 
Selby. Stuart Henshaw is sales 
manager, while Tallant Tubbs, 
a grandson of one of the foun- 
ders, is active in the firm, while 
Hermann D. Nichols, son of the 
vice-president and general man- 
ager, is advertising manager. 





MARS IS BUYER FOR 
HARPER & REYNOLDS 


C. R. Mars has been appointed 
general buyer of Harper & Rey- 
nolds Corp., Los Angeles, Cal., 
succeeding A. P. Leeds, who re- 
cently resigned to join Osgood & 
Howell. Mr. Mars had been with 
Harper & Reynolds for the past 
twelve years. His previous posi- 
tion with the company had been 
store manager. He has been in 
the hardware business for thirty 
years, having previously been 
connected with the United Hard- 
ware & Supply Co., Erie, Pa. 


Shovel Factories Merge— 
Form Ames Baldwin Wyoming Shovel Co. 











NORBERT T. JACOBS 


treasurer of the former Ames 
Shovel & Tool Co., at whose 
plant the newly formed company 
is making its headquarters. Other 
officers and details will be an- 
nounced shortly. Sales offices 
will be maintained in New York, 
Chicago and Pittsburgh. 


POT AND KETTLE CLUB 
HOLDS LARGE PICNIC 


The Los Angeles Pot and 
Kettle Club recently held a pic- 
nic, which was attended by more 
than 180 members and guests. 
Races and a baseball game were 
features of the day. Jack Cragg 
served as chairman of the picnic, 
which was held at Elysian Park 
Lodge. 


HENRY CRONEMEYER 
DIES 


Henery Cronemeyer, president, 
William Grosse & Co, San 
Francisco, Cal., died recently. 
For more than eighteen years he 
had managed the organization. 
In 1910 he joined William Grosse 
as a partner under the present 
firm name. Previously he had 
been for twenty-five years with 
a New York firm. Upon the death 
of Mr. Grosse he continued to 
manage the company. His late 
partner, Philip M. Edminster, 
died only a few months ago. Mr. 
Edminster had joined the firm 
early last year. 
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BOZWELL IS PRESIDENT 
SIOUX CITY CREDIT MEN 


C. M. Bozwell, treasurer, Sim- 
mons Hardware Co. at Sioux 
City, Iowa, has been elected 
president of the Sioux City As- 
sociation of Credit Men. John 
Bohm, credit manager, Sioux 
City Iron Co., is vice-president, 


while P. R. Puckett, Aalfs 


Paint & Glass Co., is secretary, 
and M. L. Lange, Knappe & 
Spencer Co., is one of the direc- 
tors. 


HOTEL GROUP OPPOSES 
PROPOSED REDUCED 
RATES FOR SALESMEN 


Recently Executive Secretary 
F. C. Harley, Hotel-Traveler As- 
sociates, Hotel Westminster, Bos- 
ton, Mass., and Thomas D. Green, 
president and executive director, 
American Hotel Association, 221 
West Fifty-seventh Street, New 
York City, have been correspond- 
ing with each other in reference 
to the subject of reduced hotel 
rates for traveling salesmen. In 
behalf of his organization Mr. 
Harley has been urging that 
hotel rates to traveling salesmen 
be reduced 10 per cent. Mr. 
Harley points out that com- 
modity prices have been reduced 
but that generally hotel rates 
have been maintained, in spite 
of expense curtailment. 

Mr. Green states that his or- 
ganization is in favor of reduc- 
tion of hotel rates to all people, 
where economic conditions will 
permit such cuts, without cur- 
tailing operating profits. He says 
in one of his letters that the 
association is opposed to any 
preferential rate to any group. 
It is held that such special rate 
reductions would be unprofitable 
in the long run in most places, 
in spite of the increased trade 
which might result from such a 
practice. 

The Hotel-Travelers Associates 
was primarily formed in the 
interests of the traveling sales- 
men and advances the claim that 
lower rates to the salesmen would 
result not only in an increase in 
the manufacturers’ business but 
in an increase in the hotel oper- 
ators’ profits. 














CATTARAUGUS CUTLERY 
_ WHITTLING CONTEST 


The Cattaraugus Cutlery Co., 
Little Valley, N. Y., has started 


a national whittling contest for 
boys for the purpose of interest- 
ing them in the art of whittling, 
thus stimulating the sale of pock- 
et knives. Any boy is eligible to 
enter the contest. Each entrant 
may submit as many models as 
he wishes. All models are to be 
made with a pocket knife, from 
natural wood. They are not to 
be finished with paint, varnish 
or any similar product. Models 
submitted are to remain the 
property of the company for any 
use to which they may be put. 
Not more than one prize will be 
awarded to any entrant, regard- 
less of the number of models en- 
tered. No entry fees are ‘re- 
quired, nor is it necessary for 
entrants to purchase any mer- 
chandise. 

As first prize the sum of $250 
is offered, while the second and 
third awards are _ respectively 
$125 and $50 each. The next 
three awards amount to $25 each, 
while the next following nine 
prizes are $50 each. For the 
next fifty cash prizes $5 will be 
given each winner. One hun- 
dred pocket knives are offered 
as additional prizes. Contest 
closes midnight, Oct. 14, 1931. 

In the event of a tie for any 
prizes the amount originally an- 
nounced will be presented to each 
of the tying contestants. No re- 
striction is made as to the size 
of the models. Dealers will be 
given posters announcing the 
contest. For distribution to boys 
a book on “How to Whittle,” 
written by a famous scout and 
woodcraft instructor, is offered 
to dealers. Circulars describing 
the booklet and explaining the 
contest rules and awards are also 
available. 


RURAL ELECTRIFICATION 
FIELD DAY TO BE HELD 


Hundreds of farmers in the 
Tri-State area will meet near 
Greensburg, Pa., Sept. 5, to at- 
tend an electrical field day be- 
ing staged by an electrical manu- 
facturing company, a light and 
power company and the agricul- 
tural authorities of Pennsylvania. 

This field day, the first of its 
kind to be held in western Penn- 
sylvania, will take place at the 
Baur Farm, about two miles 
northwest of Greensburg, just off 
the Greensburg-Delmont Road, 
Route 66. At the Baur Farm 
the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, - Pa., 
and the West Penn Power Co. 
have installed the most up-to-date 
electrical equipment to deter- 


mine how much labor can be 
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| saved by the application of this 

equipment to farm operations. It 
| is under the auspices of these 
companies that the field day is 
being held. 

Demonstrations of electrical 
operations and addresses on the 
uses of electricity start at 10 
a. m. Eastern standard time and 
continue until 5.30 p. m. Most 
important among the demonstra- 
tions are feed grinding and silo 
filling for the men and home 
lighting and electric cooking for 
the women. 

Addresses will be made by R. 
U. _Blasingame, Pennsylvania 
State College; C. L. White and 
Miles Horst of the Pennsylvania 
Farmer, and John McKee, secre- 
tary of the Pennsylvania Com- 
mittee on Rural Electrification. 

Arrangements are being made 
by a committee composed of B. 
W. Faber of the Westinghouse 
company, D. W. Rice of the 
West Penn Power Co., and J. L. 
Baur, owner of the electrified 
farm. 


ENDICOTT, TRUSTEE OF 
SAMUEL WINSLOW CO. 


George Endicott was appointed 
as trustee of The Samuel Wins- 
low Skate Mfg. Co., Worcester, 
Mass., early this month. Mr. 
Endicott said, in a letter re- 
ferring to the company’s affairs, 
“There is a good deal of interest 
exhibited by several well estab- 
lished and substantial companies 
and at the present time it seems 
almost certain that the business 
will be carried on in the future.” 

Immediate plans call for the 
continuance of manufacturing of 
the company’s regular lines and 
the orderly disposal through reg- 
ular channels of the present 
stock of finished goods as well 
as whatever additions are made 
to it by the manufacturing pro- 
gram. 


HANOVER WIRE CLOTH 
ELECTS OFFICERS 


At a recent meeting of the 
stockholders of the Hanover 
Wire Cloth Co., Hanover, Pa., of- 
ficers were elected. P.-H. Glat- 
felter is president, while J. W. 
Gitt is treasurer and D. G. Moul 
is secretary. E. I. Shaffer is as- 
sistant treasurer. The election 
of F. W. Jones as vice-president 
was announced in the Aug. 13 
issue of HARDWARE AGE. 





STANLEY ELECTRIC TOOL 
MEN CARRY SAMPLES 


For a year and a half sales- 
men of The Stanley Electric Tool 
Co., New Britain, Conn., have 
been using large sedans to cover 
their territories. The salesmen 





are enthusiastic about the use of 





these cars, as they may travel 
comfortably and also carry a 
complete line of samples, which 
is an aid in selling distributors. 





BENWOOD-LINZE WILL 
CARRY TELEVISION SETS 


The Benwood-Linze Co., St. 
Louis, Mo., wholesale radio dis- 
tributors, will specialize in the 
distribution of television receiv- 
ers, supplies, parts and kits in 
the Middle West and will also 
handle the complete Trav-Ler 
radio line. Officers of the com- 
pany will remain unchanged. 
Harold J. Wrape retains his in- 
terest in the company, but will 
devote his time largely to the 
Trav-Ler Mfg. Corp., of which 
he is president. 





RCA GRANTS LICENSE 
TO TRAV-LER MFG. 


The Trav-Ler Mfg. Corp., 1818 
Washington Avenue, St. Louis, 
Mo., has announced the granting 
of a license under patents of the 
Radio Corp. of America and af- 
filiated companies to manufac- 
ture radio receivers, radio phono- 
graph combinations and _televi- 
sion receivers and apparatus. The 
Trav-Ler organization has an- 
nounced its intention to go into 
production immediately and mar- 
ket through its distributor and 
dealer trade a complete line of 
radio receivers. 

It has also been announced by 
the company that plans have been 
completed for the production of 
a complete line of television 
equipment including both televi- 
sion receivers and combination 
radio and television instruments 
as well as kits, parts and acces- 
sories. 


F. B. FOSTER PASSES 


Frank SBradish Foster, 63, 
died in the Palmer Memorial 
Hospital, Boston, Mass., Aug. 
10. For twenty-five years he was 
the New England representative 
of John Chatillon & Sons, New 
York City. For ten years pre- 
vious to that he was buyer for 
Barker, Rose & Clinton Co., El- 
mira, N. Y. He is survived by 
Mrs. Foster, a sister and William 
P. Foster of the firm of Mat- 
thews & Boucher, Rochester, 
1 ee 


PHIL B. BEKEART CO. 
MOVES TO NEW OFFICE 


Phil B. Bekeart Co., San Fran- 
cisco, Cal., manufacturers’ rep- 
resentatives, moved their offices 
Aug. 1 from 717 Market Street, 
San Francisco, Cal., to the Ban- 
croft Building, 731 Market 
Street. 





APEX ROTAREX CORP. 
PERSONNEL CHANGES 


In recent months the divisions 


of the Apex Rotarex Corp., 
Cleveland, Ohio, have been re- 


vised. Divisional sales managers 


are: H. R. Lanning, 407 South 
Dearborn Street, Chicago, III. 
for Cook County, IIl., northern 
Indiana and northern [IIlinois; 
B. E. Stroud, 885 The Arcade, 
Cleveland, Ohio, for Cuyahoga 
County, Ohio, and W. B. Kirby, 
1067 East 152d Street, Cleveland, 
Ohio, east central divisional 
sales manager, covering the ter- 
ritory west of Pennsylvania and 
east of the Mississippi to the 
Mason and Dixon line. Other 
divisional sales managers are: 
R. E. Kortepeter, 4000 Adeline 
Street, Oakland, Cal., covering 
territory west of Denver, Colo., 
and E. J. Easton, 1449 University 
Avenue, St. Paul, Minn., cover- 
ing the territory east of Denver 
and west of the Mississippi and 
north of Texas. 

Chicago, Ill., and Cleveland, 
Ohio, have been established as 
independent divisions. Under the 
divisional sales managers are dis- 
trict managers in all of the prin- 
cipal trading centers in the 
United States. : 


? 


HORROCKS-IBBOTSON CO. 
HAS WIDE LINE 


Horrocks-Ibbotson Co., Utica, 
N. Y., fishing tackle manufac- 
turers, recently acquired the fish- 
ing reels line of the Winchester 
Repeating Arms Co., New Haven, 
Conn. By this purchase the Hor- 
rocks-Ibbotson Co. added to its 
previous line of ten patterns of 
reels, three patterns of level 
winding bait casting reels, twen- 
ty-two patterns of single-action 
reels, thirteen patterns of double- 
action reels, eight patterns of 


quadruple casting reels and 
twelve patterns of salt water 
reels. The best reels of the 


newly acquired line will be con- 
tinued, and new ideas will be 
added* by the Horrocks-Ibbotson 
Co. 

Acquisition of the Winchester 
fishing reels was announced in 
the Aug. 13 issue of HARDWARE 
AcE on page 48. The fishing reel 
business acquired from the Win- 
chester organization was taken 
over by the latter company from 
Andrew B. Hendryx Co., New 
Haven, Conn., in 1920. The Hen- 
dryx company was founded in 
New Haven sixty years ago. 
Previous acquisitions made 
by the Horrocks-Ibbotson were: 
Automatic reel business of Yaw- 
man & Erbe Mfg. Co., in 1909, 
and the fishing reel business of 
the American-Swiss Magneto Co., 
Toledo, Ohio, in 1926. 
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MOREHOUSE & WELLS CO. 
HAVE NEW RETAIL STORE 


Morehouse & Wells Co., De- 
catur, Ill., which was organized 
in 1859, has opened a new re- 
tail branch in the Citizens Build- 
ing, in that city. Approximately 
18,000 square feet of space is 
occupied by the new store, which 
comprises the basement, main 
floor and mezzanine floor of the 
building. The store, which is 
equipped with modern fixtures, 
will handle heavy hardware, 
general hardware lines, athletic 
goods, plumbing accessories, 
paints, cutlery and outing mer- 
chandise. 

The wholesale division recent- 
ly moved to a four-story fireproof 
building at 805 North Morgan 
Street. The former location was 
at 134 East Main Street. The 
company’s warehouse in Indus- 
try Court, Decatur, continues as 
the home of the builders’ supply 
department. 

Officers of the company are: 
President and treasurer, Wilbur 
Humphrey, vice-president; D. L. 
Johnson, secretary; Robert Hum- 
phrey, and assistant treasurer, 
F. R. Foster. The president has 
been with the company for forty 
years, having started as an er- 
rand boy, while Mr. Johnson has 
been with the organization for 
twenty-four years. Before joining 
the company he was with a heavy 
hardware house in Bloomington, 
Ill. Mr. Foster has been with the 
hardware house since 1912. Ex- 
ecutive offices will be located in 
the wholesale department build- 
ing. 

DETSCH, DIST. SALES 

MGR., POLYMET CORP. 


The Polymet Mfg. Corp., New 
York City, has appointed Arthur 
S. Detsch as district sales man- 
ager for the States of Washing- 
ton and Oregon. He is well 
known to the wholesale distrib- 
uting trade and electrical manu- 
facturers in the Pacific North- 
west. His office is located at the 
Security Building, Portland, Ore. 


WESTINGHOUSE  PRO- 
MOTES WM. F. JAMES 


William F. James, formerly 
Middle Atlantic district man- 


ager, Westinghouse Electric & — 


Mfg. Co., East Pittsburgh, Pa., 
has been appointed assistant to 
the commercial vice-president of 
the Atlantic division of that com- 
pany. Mr. James entered the 
employ of the Westinghouse com- 
pany in 1909, becoming engaged 
in industrial sales work in the 
Philadelphia office. In 1912 he 
began to specialize in steel mill 
electrification, and in 1923 be- 
came sales manager of the indus- 
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trial division. In 1925 he was 
appointed Middle Atlantic dis- 
trict manager, with headquarters 
in Philadelphia. 

Mr. James is a past-president 
of the Electrical Association of 
Philadelphia, past-president of 
the Engineers Club of Philadel- 
phia, a member of the industrial 
relations committee of the Phil- 
adelphia Chamber of Commerce, 


“and a member and past-regional 


vice-president of the American 
Institute of Electrical Engineers. 


RANGE BOILER INDUSTRY 
ACCEPTS REVISED RULES 


It is reported that the range 
boiler industry has accepted re- 
visions made in trade practice 
conference rules made by the 
Federal Trade Commission. 
Changes were suggested by the 
commission in the wording of 
such rules as were adopted at 
trade practice conferences of the 
industry which were thought to 
be practices in violation of the 
anti-trust laws. According to the 
report the commission declined 
to approve or accept eight rules, 
formerly received in Group II, 
which group contains regulations 
accepted as expressions of the 
trade. 


J. F. HOWE DIES; WAS 
FORMER PASHA PRES. 


John Freemont Howe, 70, Free- 
dom, Pa., for many years a hard- 
ware dealer, died in Rochester 
Hospital, following an operation 
for appendicitis. In 1886 he en- 
tered the hardware business in 
Bradford, moving from there in 
1900 to Freedom, Pa., where he 
conducted a hardware business 
until his retirement in 1928. He 
served one term as president of 
the PASHA and was a member 
of the board of directors of the 
NRHA for a term. Mr. Howe 
served as president of the Free- 
dom Business Men’s Association 
and was a former member of the 
Freedom council. 

His widow, three sons and two 
daughters survive. 


STREAMER, SALES MGR. 
WESTINGHOUSE DEPT. 


A. C. Streamer has been ap- 
pointed sales manager for the 
newly created diversified prod- 
ucts sales department of the 
Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa. In this 
department is grouped all West- 
inghouse equipment not spe- 
cifically aligned with the trans- 
portation, central station or in- 


dustrial field. 





J. W. MASURY DIES; WAS 
PRES. OF PAINT FIRM 
John Wesley Masury, 50, pres- 

ident, John W. Masury & Son, 

Brooklyn, N. Y., paint manufac- 





JOHN W. MASURY 


turers, died Aug. 17 at his home 
in Center Moriches, N. Y., fol- 
lowing a heart attack. In 1906, 
it the age of 25, he succeeded his 
father as head of the firm. At 
that time he was said to be the 
youngest corporate head of an 
important company in the United 
States. Since he became presi- 
dent of the firm the company ex- 
panded rapidly, establishing sev- 
eral branch plants in this country 
and developing a large domestic 
and foreign sales organization. 
During the World War Mr. 
Masury was an officer in a sub- 
marine chaser squadron of the 
U. S. Navy. Mrs. Masury, a 
daughter, his mother and a sister 
survive. 


J. J. GUILDFORD DIES; 
REFRIGERATION PIONEER 

John J. Guildford, 87, said to 
have installed the first artificial 
refrigerating system in New York 
City, died Aug. 17 in Torrington, 
Conny While working as a ma- 
chinist in New ‘York he installed 
the refrigerating system sixty 
years ago in the old Murray Hill 
Hotel. Last week he and his 
wife celebrated their sixty-sixth 
wedding anniversary. 





POLICE ORGANIZATION 
FIGHTS MAIL GUN SALES 
At the fifteenth annual conven- 
tion of the Fraternal Order of 
Police, which opened in Atlantic 
City, N. J., Aug. 17, the organi- 
zation advocated the requirement 
of a permit from police authori- 
ties for any person desiring to 
purchase firearms. Under exist- 
ing laws firearms may be pur- 
chased at mail order houses, in 
some sections. Three hundred 
patrolmen from all sections of the 
country attended the convention, 
at which the stand against mail 
order sale of guns was taken. 








ANNOUNCE MEETINGS OF 
IOWA ASSN. GROUPS 


Group meetings of the Iowa 
Retail Hardware Association for 
September and October have 
been announced by Secretary 
Philip R. Jacobson, Mason City, 
Iowa. “Problems of Retailing” is 
the program theme of the seven- 
teen meetings. The schedule for 
September is: Sioux City, Sept. 8; 
Spencer, Sept. 9; Algona, Sept. 
10; Charles City, Sept. 11; Inde- 
pendence, Sept. 14; Dubuque, 
Sept. 15; Davenport, Sept. 16; 
Cedar Rapids, Sept. 17, and Des 
Moines, Sept. 18. 

October meetings are scheduled 
as follows: Calmar, Oct. <5; 
Ames, Oct. 6; Carroll, Oct. 7; 
Creston, Oct. 8; Red Oak, Oct. 
9; Chariton, Oct. 12; Ottumwa, 
Oct. 13, and Burlington, Oct. 14. 


CHARLES PHELAN DIES 


Charles Phelan, 51, president, 
American Asphalt Paint Co., 
Chicago, Ill., was fatally injured 
in an automobile accident, Aug. 
13, while en route to Glacier 
National Park. Mr. Phelan 
died without regaining conscious- 
ness. 


ATWATER KENT DEALERS 
HOLD 7TH CONVENTION 


Atwater Kent dealers from 
northern Vermont and northern 
New Hampshire met in the new 
radio and refrigerator display 
room of True & Blanchard Co., 
Inc., Newport, Vt., wholesale dis- 
tributors, for their seventh annual 
convention. The_ convention, 
which was attended by more than 
fifty dealers and their ladies, was 
held Aug. 12, at*which time C. G. 
Taylor, manager of the radio de- 
partment, showed the latest mod- 
els offered. 

W. W. True, president, True 
& Blanchard Co., talked of busi- 
ness conditions, and spoke op- 
timistically of future business. 
He told dealers of the advertis- 
ing plans of the Atwater Kent 
organization, including radio 
broadcasts, and showed them new 
dealer helps, now available. 
George J. Benware, vice-president 
of the wholesale firm, offered 
suggestions for the sale of radio 
equipment and exhibited models 
of Atwater Kent radios from the 
original one tube model to the 
present day sets made by that 
company. 

The convention listened in on 
a talk made by the president of 
the radio manufacturing com- 
pany from his home in Bar Har- 
bor. Dinner was served to those 
attending the convention, and 
souvenirs of the occasion were 
presented. 


HARDWARE AGE 














~ Generar Marxer News 


Hardware Trade 
Awaits Fall Demand 


New York, Aug. 26.—Cur- 
rent activity in the nation’s lead- 
ing hardware markets continues 
to reflect the usual seasonal de- 
cline, HARDWARE AGE will say 
tomorrow in its weekly market 
summary. Numerous stock re- 
plenishment orders involving a 
wide variety of merchandise in 
small quantities account for the 
major portion of the business be- 
ing transacted at the present time. 

The trade is rather impatient- 
ly awaiting a quickening of the 
demand, which is expected as 
soon as autumn weather makes 
its advent. From present indi- 
cations, it is believed that fall 
and winter goods will begin to 
move in fair volume following 
Labor Day. 

As stocks in the hands of both 
wholesalers and retailers are ex- 
ceptionally light, prospects are 
considered good for a healthy 
volume of business in merchan- 
dise for stock replenishment pur- 
poses. 

Some quotations have recent- 
ly been revised to a slightly 
lower basis, but few important 
changes have _ taken place. 
Firmer prices now prevail on 
several staple lines, which had 
been selling for several months 
at figures below the cost of their 
manufacture. 

The credit situation remains 
fairly satisfactory, however, out- 
standing accounts are being care- 
fully supervised, poor risks are 
being refused credit, and more 
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than the usual effort is being 
spent in making collections. 





Sales of Heating Appliances 
Reported for Fourth 
Quarter 1930 


Sales of electrical heating appliances 
by 1951 identical retail dealers during 
the last quarter of 1930 showed a slight 
increase over the sales of the. third 
quarter, while stocks on hand at the 
end of the quarter showed a decrease, 
according to reports compiled by the 
Census Bureau. On the other hand, 
both the sales and stocks of 41 iden- 
tical wholesalers showed decreases for 
the fourth quarter as compared with 
the third quarter. 

The business of reporting retailers 
was apparently on a very even keel 
during the last quarter. Sales of those 
retailers totaled $3,854,489 during the 
quarter, an increase of 4.07 per cent 
over the total for the third quarter, 
while stocks on hand at the close of 
the quarter were valued at $3,763,150, 
a decrease of 4.62 per cent. 

The wholesale dealers reported that 
their sales during the fourth quarter 
totaled $421,197, a decrease of 12.98 
per cent from the third quarter totals; 
likewise their stocks of electrical heat- 
ing appliances on hand which totaled 
$726,114, was a decrease of 20.82 per 
cent. 

Complete information is given for 
each of the 17 separate commodities 
included in the electrical heating ap- 
pliances report of the Census Bureau, 
and the totals are also shown by geo- 
graphic divisions, and for 10 cities. In- 
formation also is given on the kinds of 
dealers handling such appliances. 





Revision of Specifications 
For Hand Tin Snips Proposed 
(From Our Washington Bureau) 

The Federal Specifications Board has 
issued a proposed revision of specifi- 
cations for hand tinners’ shears, both 
straight and circular cut, for comment 
and criticism by representative manu- 
facturers before the specifications are 
finally adopted. The proposed revision 
is known as F. S. No. 451. 


Domestic Business 
Conditions Charted 


For the week ended Aug. 15, 1931, weekly 
statistics available through the Survey of 
Current Business indicate that bank debits, 
outside New York City, were lower than 
both the preceding week and the cor- 
responding period in 1930. Total loans and 
discounts of Federal 
member banks, while showing but small 


reserve reporting 
change from a week ago, declined sharp- 
ly when compared with the same period 
last year. The index of representative 
stocks for the week of Aug. 15 stood at 
128.9. This compares with 126.7 for the 
previous week and 196.9 for the week 
ended Aug. 16, 1930. Bond prices declined 
from the previous period and were lower 
than a year ago. The number of business 
failures as reported by R. G. Dun & Co. 
were less numerous than during the week 
ending Aug. 8. 

Wholesale prices in general, as measured 
by the composite price of 120 commodities, 
remained unchanged, although some 
changes were apparent in the agricultural 
and non-agricultural groups; these were 
not enough to change the composite index 
from the previous week. The price of red 
winter wheat at Kansas City showed a 
slight increase over a week ago, while mid- 
dling spot cotton at New York declined; 
iron and steel prices, as measured by the 
composite index and electrolytic copper at 
New York, remained unchanged. All prices 


were considerably below their 1930 levels. 


For the week ended Aug. 8, 1931, two 
weeks ago, increases occurred oovr the pre- 
ceding period in the production of crude 
petroleum and steel ingots, while declines 
from the same period were evident in 
wheat receipts at principal markets, car- 
loadings of revenue freight and lumber pro- 
duction. Slight changes occurred in the 
production of bituminous coal and in the 
output of electrical energy. The composite 
index of the New York Times showed a de- 
cline when compared with the preceding 
week. 

(See chart on page 53) 
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New Steel Goods Price List Issued August 15 by 
American Fork & Hoe Co., Shows Downward Trend 


New prices on steel goods and han- 
dles have been announced by the 
American Fork & Hoe Co., Cleveland, 
for the 1931-32 season. These prices 
became effective Aug. 15. The revised 
prices show a downward trend as com- 
pared with last year, although reduc- 
tions are not uniform and have not 
been made on all items. Generally the 
larger reductions are on the items sell- 
ing in larger volume that go to the 
farming trade. 

The company in its new price list 
has discontinued its past practice of 
suggesting resale prices and in all 
cases quotes net per dozen prices. 

A new line of tools is also announced 
by the company in connection with the 
issuance of its new price list. These 
are designated as the “Service” brand 
tools, which are somewhat lower in 
price than the regular “True Temper” 
line. The “Service” brands include 35 
items of the larger selling kinds and 
sizes, and have a uniform finish and 
labeling. These will not conform to 
any present established gradings, but 
are designed and built to one standard. 
The company points out in a letter to 


the trade that with fewer kinds and 
sizes of tools, with chief stress on ser- 
vice and less on appearance, it can 
make these tools at lower prices than 
those put up according to its regular 
long-standing practice. “Service” brand 
tools are being offered in garden rakes, 
field and garden hoes, hay forks, head- 
er forks, grain and alfalfa or clover 
forks, manure forks, spading forks, en- 
silage or barn forks, vegetable scoop 
forks, garden seed scoop forks and 
Southern hoes. They will not be sup- 
plied under a jobbers’ special label. 
As an inducement for early orders 
for the spring trade a 3 per cent dis- 
count is allowed on all orders taken be- 
tween Aug. 15 and Sept. 15, and 1 per 
cent discount for orders received be- 
tween Sept. 15 and Oct. 15. Extra 
discounts, however, do not apply to 
goods ordered for immediate require- 
ments, nor do they apply to sidewalk 
cleaners, corn hooks, hay knives, and 
snathes and cradles and their repairs. 
The prices named are guaranteed 
against the company’s own declines up 
to June 30, 1932, but are subject to 
upward revision without advance notice. 








Gains in Eastern Territory 
Shown by July Building 

F. W. Dodge Corporation firids that 
the New England, upstate New York, 
Middle Atlantic, Pittsburgh and Chi- 
cago territories produced higher con- 
struction contract awards in July than 
in June. The total for July was $285,- 
997,300 and was divided among the 
three major construction classes as 
follows: $116,265,500 in public works 
and utilities, $105,839,500 in non-resi- 
dential building and $63,892,500 in 
residential building. 
In the advancing territories the lead 
was largest in the Middle Atlantic ter- 
ritory (eastern Pennsylvania, southern 
New Jersey,” Maryland, Delaware, Dis- 
trict of Columbia and Virginia) where 
July’s $40,464,600 compared favorably 
with June’s $32,128,800. Only a slight 
advance was shown upstate New York | 
with $14,296,000 for July, comparing 
with $14,024,000 for June. New En- 
gland showed a go-ahead of about three 
millions in its $2,865,300 July total. 
The region around Chicago registered 
$34,906,500 in July and $28,122,200 in 
June. Exactly $96,000 was the advance 
of the Pittsburgh territory as included 
in its $32,096,700 for the month just 
ended. 


An Effective Experiment in Displaying Glassware 


N interesting experiment is 
A shown in the foreground of 
this photo. Note the three 
pyramid display tables featuring 
glassware. From left to right we 
find first an extremely limited assort- 
ment with plenty of empty space for 
the highest price line carried, then 
a medium price line with three 
times as many items and on the right 
hand table a mass display effect of 
popular price goods. Each table is 
effective in its work for the Rio 
Grande Hardware & Supply Co. 
store at San Benito, Tex. The 
open display of the highest grade 
line undoubtedly sets this merchan- 
dise off and helps create a “greater 
value” impression that justifies the 
prices asked. Some of these items 
are colored and most of them are 
fairly delicate in construction. Not 
being crowded there is also less 
chance of breakage. This battery of 
tables gives the customer a wide 
assortment for choosing glassware. 
The rest of the housefurnishings 
stock is equally complete and well 
arranged. The several different 


kinds of bird cages in different colors 
gives an extra brightness of this de- 
partment which is called “the wom- 
an’s side” of the store. The glass- 
ware tables are dark as are the wall 
display shelves featuring china and 


~~ @é= = Re, vw: 


enameled kitchen ware. The dark 
background offers an appealing con- 
trast that emphasizes the merchan- 
dise. T. D. King is store manager 
and Frank Van Ness is assistant 
manager. 
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Basie Business Indicators for Week Ended Aug. 15 


As Charted in the Survey ef Current Business and Compiled 
by the United States Bepartment of Commerce 


Weekly Average 1923-1925, Inclusice- [00 


The charts below, as compared with those for the preceding week, reflect the following trends: Upward 
tendencies are apparent in freight car loadings, petroleum production and money in circulation, while down- 
ward trends are noticeable in building contracts, lumber production, wheat receipts, cotton receipts, business 
failures, bank debits outside New York City, brokers’ loans in New York City and bond prices. Other indi- 
cators are showing little fluctuation and have remained at unchanged levels. In summing up the current move- 
ments of the indicators, three are upward, eight are downward and ten are unchanged. 
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NEW ORLEANS 


New Or.eans, Aug. 25. 


ITHIN the lifetime of many 
of the men of New Orleans 
now living, the commerce of 


this port, fed by waterways tapping 
the production centers of the vast in- 
land empire of the Mississippi Valley, 
will rival and perhaps exceed that of 
New York, Lachlan Macleay, secretary 
of the Mississippi Valley Association, 
St. Louis, has just declared. 
Constructive work on virtually all of 
the units of the 9000-mile system is 
making rapid progress, and the day 
when this entire system will function 
as a coordinated whole is fast ap- 
proaching, according to Mr. Macleay. 


“Through navigation, profitable at 
the outset, has within the past month 
been pushed inland 1200 miles above 
New Orleans to Peoria, IIl., to within 
190 miles of Chicago,” he declared. 
“Within a year commerce will be mov- 
ing entirely by water from Kansas City 
to New Orleans; in less than two years 
Chicago will be tapped; contact with 
St. Paul and Minneapolis is almost in 
sight, and improvements of the Arkan- 
sas and Red Rivers are being planned.” 


LOCAL BANK DEBITS 


While bank deficits from January to 
June showed an average decline of 
19 per cent in leading Southern cities 
as compared with the same period in 
1930, the decrease in New Orleans was 
only 8.1 per cent, only Richmond mak- 
ing a better showing. 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, Aug. 25. 


SLIGHT improvement in the de- 
mand for hardware merchan- 
dise was noted by district job- 

bers during the last two weeks. In 
fact, it is reported that business dur- 
ing the month of August will show an 
improvement over the same period last 
year. 


AUTO AND RADIO GOODS 


Check up on the business of local 
jobbers in automobile tires and acces- 
sories, batteries and radio supplies for 
the year indicates a slight improvement 
over last year. Jobbers report that 
business during July in these lines in- 
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The total for 1931 was $1,737,257,- 
000 as against $1,890,206,000 in 1930. 


PLAN NEW BRIDGE 


Bids for the construction of the $19,- 
000,000 railroad and highway bridge 
over the Mississippi River just above 
the New Orleans city limits will be 
opened here Sept. 15, according to joint 
announcement of Governor Huey P. 
Long and Mayor T. Semmes Walmsley. 

It is expected that the bridge will be 
used by the Southern Pacific Lines and 
possibly the Texas & Pacific Railroad. 
The State of Louisiana has applied 
$7,000,000 of its road bond issue to 
the bridge to take care of the highway 
portion of the structure, thereby mak- 
ing New Orleans easily accessible to 
farmers and others on the west bank 
of the river. 


STUDY TERMINALS 


A board of engineers is to be 
appointed to make a study and survey 
of local freight terminals, based on the 
findings of the commercial affairs 
committee, with unification as the ulti- 
mate purpose. When this board has 
completed its work its report will be 
submitted to the various railroads en- 
tering New Orleans for their consid- 
eration. Unification of rail and water 
terminal facilities, it is agreed, will re- 
sult in reduced charges and will attract 
additional commerce to this port. 


CANALS AND LOCKS 


Allétments totaling $63,500 have 
been approved by the War Department 





creased over July of last year, and that 
August will be the first month that 
only equalled the same period of last 
year. ‘ 


OTHER RETAIL LINES 

Other lines of merchandise have 
shown fair activity, but the general 
business conditions have held back the 
demand. On the whole, however, the 
hardware business has held its own in 
the general balance sheets of business 
generally, but nothing sensational has 
been noticed. 


BUYING TREND 
Dealers continue to hold their pur- 
chases to their immediate needs and 
are restricting their inventories as 





W ater Commerce To Increase; 
Building Projects Show Gain 


for operation and care of canals and 
locks in Louisiana. 

The allotments include one of $30,- 
000 for Harvey Canal, through which 
the Intracoastal Canal will reach the 
Mississippi River at New Orleans. 
Bayous Plaquemine, Schooner and 
Teche are the other waterways involved 
in the allotments. 


BUILDING GAINS 


With a huge gain in construction 
contracts for the six months of 1931 
as compared with the similar period of 
1930, the New Orleans territory makes 
a showing that is unique among the 
various territories included in the F. W. 
Dodge Corporation compilation. 

Figures just released by Dodge indi- 
cate that construction awards in the 
New Orleans territory totaled $86,329,- 
300 during the first six months of 1931 
as compared with $63,614,500 in 1930, 
or an increase of nearly $26,000,000. 

New Orleans was also one of the two 
territories that in June showed an in- 
crease over June of last year and over 
May of this year. 

An improvement in construction ac- 
tivities in New Orleans in July is 
shown in the increase in building per- 
mits for the month totaling $253,289, 
as compared with $234,347 in June. 

During the past month permits were 
issued for twenty-seven single resi- 
dences, six double residences, and a 
$69,000 public market. A rectory build- 
ing valued at $75,000 was June’s largest 
item.—Bureau of New Orleans News. 


‘Slight Improvement Reported 
August Trade Shows Gain 


much as possible. Except for end-of- 
the-season sales to clear the shelves of 
seasonal articles, district hardware 
dealers are not offering price induce- 
ments to stimulate business. Prices, 
both on jobbers’ lists and dealers’ lists, 
are being well maintained. 
CONSUMER DEMAND 

Consumer demand has shown rela- 
tively little change. Continued unem- 
ployment and conservative watching of 
resources has held buyers’ purchases 
to ordinary levels as the need for vari- 
ous items developed. 


BANKS CONSERVATIVE 


While there appears to be a good 
amount of money on hand, district 
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banks adhere to a conservative loan 
policy. Of course, money is being 
placed out at interest, but bankers are 
requiring good security and not tak- 
ing chances with uncertain investments. 
Building and loan associations report 
that they have money available for real 
estate loans and in many instances 
they are seeking opportunities to place 
their money out at interest. 


STOCK MARKET 


The local stock market is feeling 
the inertia of vacation time. Trading 
is light and without much effect. Des- 
pite this, present quotations of stocks 
are low, and except for one or two 
outstanding issues, the last month has 
seen slight recessions in quotations on 
the whole list. 


SOAP INDUSTRY 


The local soap industry appears to 
be a bright exception to the rule in 
the market, and first half reports of 
manufacturers indicate better profits 





(Atlanta office of HARDWARE AGE) 
Atianta, Aug. 25. 


HOLESALE movements of 
hardware merchandise in the 
Atlanta territory indicates fair 


activity at this time and reports are 
that sales for the first half -of August 
are a little ahead of the same period 
of July and of August a year ago. The 
traditional summer dull period is grad- 
ually drawing to a close now and a 
change in season should stimulate ac- 
tivity. Lower prices are no doubt re- 
sponsible for increased movement of 
merchandise over last year, although 
this means less profit for wholesalers 
on many items sold on a declining 
market. 


FALL PROSPECTS 


The outlook for fall business, al- 
though being looked forward to with 
optimism by wholesalers, cannot be 
safely judged by interest in future buy- 
ing at this time. Future orders are be- 
ing placed sparingly and are far from 
jobbers’ expectations. The marketing 
of many of the South’s largest major 
money crops has met with disastrous 
results during the past few weeks, and 
with little veritable improvement in 
sight for remaining crops, sentiment 
among the trade is naturally at a lower 
ebb than usual. 


SOME PRICES REDUCED 


Prices on a few leading commodities 
have touched new low levels recently. 
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ATLANTA 


than during the corresponding period 
of last year. These profits are reported 
to have been made on a reduced sales 
volume and result from efficient man- 
agement and careful production. 


PIG IRON DEMAND 


Pig iron has shown a slight improve- 
ment in demand during the last two 
weeks and district furnace representa- 
tives express optimism toward the fu- 
ture. Total sales have increased slight- 
ly, with corresponding rises in the 
number of small inquiries for iron. 


MACHINE TOOLS 


Except for continued optimism, the 
district machine tool market is with- 
out feature. Present business is con- 
fined to small orders for standard types 
of tools and an occasional request for 
special machines or modified types of 
standard products. Production is being 
held to about one-third of normal ca- 
pacity. However, manufacturers indi- 
cate that there are a large number of 





Iron and steel items—tools, etc., con- 
tinue to be revised downward, and a 
few items are quoted as follows: 

Carriage and machine bolts, small, 
less 70 per cent; large, less 66 2/3 per 
cent; F. H. bright wood screws, less 
40-25 per cent; R. H. blued wood 
screws, less 35-25 per cent. Nails, base, 
$2.50; carbon jobbers’ drills, less 55 
per cent; carbon bit stock drills, less 
60 per cent; carbon blacksmith drills, 
less 55 per cent. 


CROP CONDITIONS 


Keen disappointment is expressed 
over Georgia’s 1931 tobacco crop. At 
the opening of the market opinions 
were that improvement in quality 
would send prices of tobacco up. How- 
ever, recent reports are that prices are 
too low and that the quality the poor- 
est ever grown. Total sales for the 
state up to the middle of August equal 
approximately 40,000,000 pounds. 


PEANUT CROP 


Indications are that Georgia will lead 
the world in peanut production for 
1931. This State has been particularly 
active in the growing of peanuts, and 
in 1929 produced 222,950,000 pounds, 
which was 24 per cent of the nation’s 
total. This was only exceeded by 
North Carolina, and with recent for- 
ward strides in the production of this 
crop in Georgia, indications are that 
this year’s figures will place the State 
in the lead for 1931. 


outstanding quotations, on which orders 
may materialize in sufficient quantity 
to warrant an immediate speeding of 
production. 


FINISHED SHEETS 


A slight uptrend in the demand for 
finished sheets was noted during the 
last two weeks when one or two auto- 
mobile manufacturers entered the mar- 
ket for small quantities of sheets. Or- 
ders from other sheet consuming fields 
have been fairly well sustained through- 
out the summer, and when the automo- 
bile plants return to production a 
marked increase in demand is antici- 
pated. Production of sheet mills is 
being kept at about 40 per cent of 
capacity. 


CREDIT SITUATION 


The credit situation is without no- 
ticeable improvement. Collections are 
slow as consumers find slow business 
retarding ready money to apply on 
their invoices. 


Business Better Than Year Ago; 
Lower Prices Are Being Quoted 


BANK CLEARINGS 


The apparently poor showing of At- 
lanta’s bank clearings as compared to 
those in certain other cities has caused 
considerable comment and inquiries to 
be made as to the cause. Atlanta bank 
clearings have been materially reduced 
in amount as the result of the consoli- 
dation of several groups of Atlanta 
banks. At present there are only four 
banks in the Clearing House including 
the Federal Reserve Bank, and prior to 
the consolidations there were six banks 
in the Clearing House. 
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Dinner Ware of Artificial 
Gold Being Made in 
Sheffield, England 


According to a recent news item in 
the New York Times, Sheffield, En- 
gland, long famous as a city of steel, 
is now turning its attention to the pro- 
duction of artificial gold. An alloy of 
aluminum and copper has been per- 
fected having the appearance of gold 
and is being made to resemble the va- 
rious carats of gold color. 

A full dinner service in the new al- 
loy has been produced at prices com- 
parable to those applying to nickel sil- 
ver. The new material is stainless and 
can be washed with alkali solutions, 
having resisted severe tests. The new 
industry is expected to absorb thou- 
sands of skilled workers who are now 
unemployed. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 

PittspurcH, Aug. 25. 
ALL merchandise is now moving 
Pe of local jobbers’ stocks in sat- 
isfactory volume, and wholesal- 
ers report some advance orders which 
heretofore had been rather difficult to 
bring out. It is still believed that sig- 
nificant buying will largely be delayed 
until after Labor Day, but on some 
products advance purchases always 
constitute the bulk of the business. 
Movement of loaded shells is growing 
heavier, and some firearms are being 
shipped. Harvesting tools are still ac- 
tive, and there is the usual activity in 

fruit presses and canning supplies. 


PRICE REVISIONS 


Price changes during the week in- 
clude copper kettles, which have been 
reduced substantially. The 3-gal. size 
is now quoted at $3.75 each; 4-gal. at 
$4.25; 5-gal. at $4.50, and 6-gal. at $5. 
Kettles 6 to 8 gal. in size are quoted 
by jobbers at 36c. per lb. The Dover 
lifetime electric iron has been advanced 


CHICAGO 


(Chicago Office of HARDWARE AGE) 
Cuicaco, Aucust 25. 


| es influences are daily show- 
ing more plainly in the trends 
of both wholesale and retail sell- 
ing. Cooler weather has lessened the 
demand for summer goods, except as 
season-end cleanup sales are active. 
There is, however, compensating bet- 
terment of orders for early fall sup- 
plies. Vacationists are returning to 
the home or to the job, and school 
days are near enough to be “viewed 
with alarm” by the younger genera- 
tion. To the merchant, however, the 
opening of school means new demand 
for many preparatory supplies, and the 
replenishment of sports equipment for 
the changing season. As_ baseball, 
motoring and swimming bow off the 
stage, hunting and football and_ bas- 
ketball make their entrance, while golf 
never wholly yields the spotlight. 


PRICE SITUATION 


Wholesale commodity prices now 
stand at only a fraction above those 
of 1913, being placed there by a fur- 
ther decline during June to a level 
now 29 per cent below the July, 1929, 
peak. Prices on non-farm products in 
June were only 2.7 per cent higher 
than in 1913, and stood at the lowest 
level reached since October, 1915. 
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to $1.88 each, with other numbers in 
the line unchanged. A few sizes of 
Continental ventilators have been re- 
vised, with No. 63 now quoted at $2.25 
a doz.; No. 87 at $2.75; No. 88 at $4 
and No. 117 at $4. Gold-lacquered lard 
cans are slightly lower, with the 25-lb. 
size now quoted at $3.60 per doz., and 
the 50-lb. size at $4 per doz. A slight 
change in Ingersoll Mite wrist watches 
brings the plain number to $3 each, 
and the radium dial type to $3.33 each. 


LOCAL INDUSTRIES 


Industrial conditions in the Pitts- 
burgh territory have not yet shown 
much improvement, although sentiment 
in the steel industry is better and fin- 
ished steel specifications are showing 
slight gains in some lines. The auto- 
mobile industry is counted on to make 
heavier ‘releases in the next week or 
two, and a seasonal up-trend is ex- 
pected in general manufacturing lines. 
Pipe line orders are still constituting 
the heaviest single tonnage outlet for 
steel, although structural shapes and 





Chicago jobbers are concerned about 
the definitely lower price level being 
established for hardware and kindred 
lines, by reason of which gross mar- 
gins have been seriously affected. 
Analysis of the merchandise move- 
ments nearly always reveals that lines 
which have been sharply reduced are 
selling in reasonable volume. At the 
same time merchandise offered at 1929 
prices is regarded suspiciously by re- 
tail dealers and is movihg slowly. 
There is no denying the fact that in 
recent months there has been a very 
decided change in the attitude of the 
buying public away from high priced, 
full finish, top-quality goods, and 
toward popular-priced, serviceable 
items. 


SCME CROPS BELOW 1930 


More than a dozen great farm crops 
are promising ‘yields smaller than those 
of 1930—a far different picture of 
American agriculture than the over- 
supplies of wheat and cotton have sug- 
gested. Huge yields and surpluses 
have produced a reaction which argues 
there is little use of large crops if they 
bring nothing. It is met by the theory 
that big crops mean the creation of 
wealth, work for many people, and the 
surest cure for depression. 


Trend Shows 
Several Price Changes Effective 





Fall Goods Are Moving; 
Collections Are Fairly Good 


reinforcing bars are still comparative- 
ly active. Tin plate production had 
dropped to 50 per cent of capacity, and 
output of sheets and strip steel has 
been at a low ebb. Steel ingot produc- 
tion is still closely approximating the 
30 per cent level, which has continued 
for about six weeks. 


COAL MINING 


The coal situation has not reacted to 
any of the industrial cures which have 
been put forth, and some labor dif_- 
culties continue in the West Virginia 
fields. Production, however, is fully 
equal to consumption, and surplus ma- 
terial is being offered by many com- 
panies. Prices are still rather weak, 
and the slack market has declined 
sharply on recent small sales. 


COLLECTIONS 


Collections are still fairly good in 
the immediate Pittsburgh territory, al- 
though many outlying towns are seri- 
ously inconvenienced by the tightness 
of money. 


Pal Jomo 


Corn, a much larger crop than either 
wheat or cotton, has fallen to only 14,- 
000,000 bushels more than the 1925-29 
five-year average, and probably not 
more than enough to make up last 
year’s short crop should stock feeding 
become general. 

The Department of Agriculture esti- 
mates the yield of spring wheat to be 
133,000,000 bushels below last year’s 
crop; oats, 88,000,000 bushels below; 
barley. 114.000,000; rye, 11,900,000; 
flaxseed, 7,600,000; rice, 1,100,000; 
dry edible beans, 1,200,000; pears, 
5,500,000; tame hay, 200,000 tons; 
sugar beets, 2,200,000 tons; tobacco, 
24,000,000 pounds; hops, 1,200,000 
pounds; grapes, 68,000 tons, all sub- 
stantial decreases. 

Many of the field crops estimated to 
yield under the 1930 figure are also 
under the five-year average. The potato 
harvest is forecast at 28,000,000 bush- 
els more than a year ago, but it still is 
10,000,000 bushels below average. 
Sweet potatoes are 400,000 bushels 
above average, with an indicated yield 
of 18,500,000 bushels more than in 
1930. 

Apples and peaches are the most pro- 
lific of the fruits. The former is ex- 
pected to show an increase of 54,000,- 
000 bushels and the latter 43,400,000. 
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BASIC MATERIAL PRICES 


-American stocks of refined copper 
increased during July about 27,000 
tons to a record total of 440,417 tons, 
against a greatly reduced total of ship- 
ments for the month amounting to 69,- 
465 tons. Production has been help- 
fully curtailed during the first seven 
months of 1931—about 21 per cent be- 
low 1930, or 30 per cent below the 
1929 record peak. Further reduction 
in output is, however, necessary to 
match the falling off in consumption. 
The price remains at its old-time low 
point of 71% cents. 


Steel production and automobile 
manufacturing . continue extremely 
quiet, though any signs of change 


point to betterment. The total output 


of steel during the first six months of 
1931 declined 35.3 per cent from 1930 
and was the smallest for any six 
months’ period since 1921. Prices on 
steel bars, sheets, nails and wire are 
being held steadily by the leading mills, 
and concessions on nails and wire by 
wholesale distributors are lessening in 
number and importance. A sidelight 
on building and construction is given 
in the figures for July as to Portland 
cement output and shipment, produc- 
tion being about 14,000,000 barrels, a 
decrease of 18% per cent below last 
July. Shipments have been 15,500,000 
barrels, a decline of 23 per cent from 
a year ago. 

Tin prices have been advancing 


(Minneapolis office of HARDWARE AGB) 

MINNEAPOLIS, Aug. 25. 
HRESHING is well along in the 
territory tributary to the Twin 
Cities, and dealers are _begin- 
ning to find collections a little easier. 
As stated before, many of the pro- 
ducers are planning to hold their grain 
for higher prices, where it is at all 

possible. 


RAINS AID CROPS 


The late rains have been of great 
benefit to the late crops and the pas- 
tures. These rains have been fairly 
general over the entire territory, and 
have aided not only the growing crops 
but have had a very fine psychological 
effect on the people. Reports reaching 
this territory from other parts of the 
country indicate that the Northwest is 
far ahead of the average section, and 
that business here is more nearly nor- 
mal than anywhere else in the coun- 
try. It is true that the dollar volume 
has dropped, but the tonnage still is 
good. In some lines the volume com- 
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rather steadily and are now about 4 
cents per pound above this year’s low 
mark. There have been no recent im- 
portant changes on lead and zinc, both 
remaining at about 60 cents per 100 
pounds above the lows of May and 
June. Total lead stocks were reduced 
substantially in July, with sales report- 
ed higher than any month since Novem- 
ber, 1930. 


PRICE REVISIONS 


Prices on bolts and nuts in the Chi- 
cago district are steadier than in the 
eastern markets, but there is still 
rather strenuous competition for large 
orders, with prices at a point which 
manufacturers describe as substantial- 
ly below cost of production. The mar- 
ket is steadier on wood screws, also 
cap, set and machine screws, and al- 
though concessions on all these lines 
have been made from the manufac- 
turers’ announced quotations, the situ- 
ation has held better during the past 
sixty days. 

Shovel manufacturers’ last prices 
have advanced about 20 per cent. 
Owing to the price war which has been 
in effect for two or three years, manu- 
facturers claim to have been losing 
money, and that the advance was neces- 
sary if makers are to continue in busi- 
ness. 

Manufacturers of steel goods (farm- 
ing tools) have reduced their prices 
an average of about 10 per cent— 
some items 12% per cent. While 
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pares very favorably with last year. 
With the feeling that a turn for the 
better is in sight, there is sure to come 
the resumption of buying on the part 
of the public. In fact, this has already 
begun in some lines, although to only 
a limited extent. This is not intended 
to infer that there is to be any marked 
increase, but that some headway has 
been made toward better business. 


THE BUYING TREND 


Dealers continue to buy only what is 
needed for their immediate trade, the 
orders consisting of fill-ins to keep up 
their assortments. Many dealers are 
finding it profitable, however, to take 
advantage of special orders from job- 
bers and manufacturers to purchase re- 
liable merchandise which can be of- 
fered at attractive prices to the cus- 
tomer, thus increasing their volume and 
profit for the year. In this way the 
merchant is able to keep down his in- 
ventory and reduce any loss arising 
from price reductions. Although it 
would seem that prices are fairly firm. 








makers have quoted special prices at 
times on a few leader items, this is 
the first general reduction in about 
six years. It is claimed by the manu- 
facturers that they are paying about 
as much as ever for ash handle timber, 
that there has been little reduction in 
the cost of their grades of steel, and 
that they have not reduced their wage 
scales, while reduced volume has really 
increased their costs of production. 

The early 1931 irregularities in the 
manufacturers’ prices of butts and 
hinges has been stabilized at a basis 
a little higher than that quoted this 
spring, but lower than the 1930 prices. 
At the new prices the manufacturers 
claim still no profit on these goods. 

Announcement has been made of 
12144 per cent drop in the prices of 
malleable pipe fittings. Competition in 
this line has been severe, and has 
forced the decline to a basis so low 
that the manufacturers feel it must be 
very temporary. 


HOUSEHOLD SCALES ACTIVE 


Warnings issued by the Chicago 
City Sealer suggest that hard times and 
low prices have caused more short- 
weight selling by food merchants and 
others, and the use of household scales 
is recommended as a check on such ir- 
regularities. Since these conditions 
may be widespread, the dealer in these 
days will find the featuring of reliable 
scales for home use a good stroke of 
business. 


Harvesting Aids Collections; 
Interest Increases in Fall Lines 


FALL MERCHANDISE 


Retailers are beginning to show in- 
terest in fall goods, such as stoves and 
stove supplies, furnace goods and re- 
pairs, and kindred items. Dealers who 
have furnace departments are making 
special campaigns to promote this end 
of the business before the actual neces- 
sity of the furnaces arises. 

PRICES LITTLE CHANGED 

While there have been some reduc- 
tions in the basic markets on some 
hardware items, the local markets have 
made no changes, as the reductions 
have been of such small amount to 
make it unnecessary to effect changes. 
Prices in this market have remained 
practically unchanged for some time, 
at a low level, and with no particular 


inducement to move either way. 
CREDIT SITUATION 
Credit departments are scanning 


carefully any request for new accounts 
and are moving cautiously. Collec- 
tions are being given special attention. 
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at this time, as in the one-crop regions  versification in the Northwest is one 


there is just one chance each year to 
collect, and that is when the crop is 
threshed. In much of the Northwest 
tributary to the Twin Cities, however, 
diversified farming and dairying have 
supplanted the one-crop idea. The di- 


NEW YORK 


New York, Aug. 25. 


USINESS in the metropolitan 
B hardware market appears to be 

in the doldrums at the present 
time, with wholesalers awaiting the de- 
velopment of the fall demand. While 
August and February are normally 
rated as the dullest months of the year 
in the local market, the seasonal de- 
cline is more marked than is usual. 
Small fill-in orders are responsible for 
most of the business being handled at 
the present time. Sales, as a rule, have 
fallen considerably under the average 
for the preceding month, and it does 
not appear than any improvement will 
take place until the fall demand be- 
gins to register, probably during the 
latter part of September. 


FALL PROSPECTS 


The trade is none too optimistic over 
the outlook for fall business, although 
it is not alarmed at the prospect. How- 
ever, the belief is general that any 
marked betterment is unlikely in the 
near future, and for this reason a con- 
servative attitude is being adopted. 
Expenses are being reduced or cur- 
tailed wherever that is possible in or- 
der to conserve resources. Several 
wholesalers have declared that it will 
be impossible for them to show a profit 
on the year’s business, and some are 
now endeavoring to minimize antici- 
pated losses. 


FUTURE ORDERS 


Activity in future orders is very 
slight, with the exception of some fall 
and winter specialties. which are be- 
ing booked in fair volume. Jobbers 
have not, as yet, made any concerted 
effort to induce dealers to place orders 
for advance requirements, as most mer- 
chants have advised them that they 
expect to delay buying as long as pos- 
sible. Wholesalers, in many instances, 
have followed the same policy, and 
some have not yet placed orders for 
such lines as snow goods. With retail- 
ers especially, during recent years, 
future orders have been reflecting a 
steadily diminishing volume. It is 
though that this is due to changed 
conditions, which do not offer the same 
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of the main reasons, it is felt, why this 
territory has continued in better con- 
dition than other sections of the coun- 
try. Even with butter fat at a low 
point, the cost of producing it is still 
lower, leaving a margin of profit. 





incentives for making early commit- 
ments. In previous years shortages 
often existed and manufacturers often 
could not keep pace with the prevailing 
demand. Shipments were slower in 
reaching their destination, and prices 
were often apt to advance as the de- 
mand increased. Now production keeps 
ahead of the demand. Rapid deliver- 
ies are made and advances are less 
likely to occur. All of this has served 
to decrease the amount of future busi- 
ness booked in advance by distributors 
and manufacturers. 


CLEARANCE SALES 


Many stores, but particularly those 
located in suburban communities, are 
conducting summer clearance sales at 
the present time. The selling events 
apparently have been prompted by the 
desire to carry over as little summer 
merchandise as is possible. Many 
dealers seem to think that prices on 
goods of this type for next season will 
not show advances, but, on the other 
hand, may reflect declines. Some of 
the popular items being offered in the 
sales are: lawn mowers, lawn tools, 
garden hose, fishing tackle, tennis 
goods, beach furniture, bathing suits, 
and ice cream freezers. 


GENERAL TREND 


Reports from several sources _indi- 
cate that more than the usual decline 
has also recently registered in most of 
the principal business indicators. Ac- 
cording to government reports on de- 
partment store sales, which is perhaps 
the best available index on retail trade 
in general, the business contraction in 
July was 3 per cent lower than the 
customary seasonal decline. 


N. Y. PAINT MARKET 


Hardware stores handling paint de- 
clare that sales have held up remark- 
ably well so far this year. Idle home 
owners are painting their own homes, 
and this has developed a good demand 
for mixed paints and necessary sup- 
plies. For the country as a whole, 
however, the June sales of paint as re- 
ported by manufacturers to the De- 
partment of Commerce continue to lag 





TRADE SENTIMENT 


The present condition of the minds 
of many of the people in this section 
might be described as that of persistent 
optimism, and that not without rea- 
sons, some of which have been given 
here. 


Business Still Reflects Summer Lull; 
Seasonal Decline Greater Than Usual 


behind the same month for the two 
years preceding. June sales this year 
totaled $27,829,961, as compared with 
$36,498,410 in “1930 and with $41,392,- 
872 in 1929. 

Paint materials in New York area: 


Turpentine 
Garlete, 6x Mock... loc bk ees 3644 
Ten barrel lots, ex dock........... 39 
Less than five barrels, f.o.b......... 41% 


Steam Distilled Turpentine 
Five drum lots, delivered New York 38 


Less than five barrels.............. 38 
Linseed Oil 

Twenty to 69 barrels.............. 8.5 

Pave £0: 29 WOME: oo. es ccc a eens 8.7 

One. to four_barrels............... 9.1 

One tink WRN... 250 ok. 8.1 

Tae te ONS. os ck 8.9 


STATE RETAIL SALES 


All retail stores in the State of New 
York, in the rural areas as well as in 
the cities, are consolidated in a sum- 
mary report issued by the Bureau of 
the Census, United States Department 
of Commerce, which shows 189,921 
stores with total sales of $7,239,632,- 
514 in 1929. The 1930 population of 
the State was 12,588,066, indicating re- 
tail sales per capita of $57.12. 

The report states that 3653 hard- 
ware stores sold $98,872,325 worth of 
goods. 


PRICE SITUATION 


Although softness continues in the 
price structure, few important reduc- 
tions are being currently announced by 
manufacturers. The most important 
recent price announcement has been 
the issuance of a new price list on steel 
goods for the 1931-32 season by the 
American Fork & Hoe Co. Prices on 
some tools have been reduced and a 
new line priced somewhat below the 
company’s “True Temper” line is be- 
ing introduced. 


COLLECTIONS 


Wholesalers assert that collections, 
relatively speaking, are in good shape, 
although accounts are being handled 
with greater caution than in the past. 
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SELL THE 
WINNING 


AMMUNITION <3 


















The Matches held at Sea Girt, N. J., every year in 
July are followed with keen interest by everyone 
interested in small bore rifle shooting. Offhand 
you might say, particularly if your store is a thou- 
sand miles or more from Sea Girt, that these 
matches cannot affect your ammunition sales— 
but they do. They -influence the ideas about am- 
munition held by the expert shots in your town, 
and they in turn pass these ideas along to the rank 
and file. 


There was only one idea about ammunition that 
anyone could get from the matches at Sea Girt over 
the “Fourth”—the idea that Kleanbore Hi-Speed 
-22’s are in a class by themselves for accuracy. 
They won a majority of the Individual and Team 
Matches. In one match, the Camp Perry Special 
over the Dewar Course, the first four places, and 
ten out of the first fifteen places, went to shooters 
who shot Palma Match. For short or long ranges 
this remarkable cartridge has everything essential 
for small bore shooting—accuracy, uniformity and 
wind-bucking qualities. A new record was estab- 
lished in the Eastern Individual Championship by 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 
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EDT O & LIZEEK 
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A. J. Vail of Poughkeepsie, who made the maximum 
or perfect score, 300, across the range. 


Remington Palma Hi-Speed cartridges had the 
field at Sea Girt practically to themselves, They 
were easily the sensation of the meeting, particularly 
at the new 300 yard range, where they outshot all 
other types of cartridges. They won all of the Long 
Range Individual Matches and were used by a ma- 
jority of the competitors in those matches where 
200 and 300 yard distances were included. The 
most remarkable demonstration of the accuracy 
and wind-bucking qualities of the Palma Hi-Speed 
cartridges was at 300 yards in both the 300 yard 
Individual Championship won by Mrs. J. M. Hil- 
born with 99 x 100 and in the 300 yard Re-Entry 
Matches won by F. W. Vail, Jr., with 248 x 250. 


Don’t submit to substitution. If your jobber 
substitutes, write us and we'll give you the name of 
a nearby jobber who will fill your orders for 
Remington ammunition as placed by you. 


Rf Parr, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co. 
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No. 1925 


i The Last Word 
In Garage Hardware! 


i i Automobiles 
step ahead-- 
so do owners seek 
greater strength, im- 
proved convenience 
and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon didiceriege: 








anufacturing Company 





ERIE. PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker Sr. 
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»time_for closed doors. 





Today’s Salesmen! 


Carry Something Else Besides Sample Case and a 
Price List—They Must Bring Merchandising Ideas 
That Are Valuable to the Retailer 


nothing more than his sample case, an order. blank 

and a price list is far from the truth now, for in 
these days of “tough” business, the educational side of the 
traveling man’s service to the retailer assumes increased 
importance. Ideas on merchandising, news of the trade 
which may be valuable to the retailer—all these are side 
lines which the salesman brings to the retailer merchant 
and passes on without charge. 

“I’m like one of the characters in ‘Huckleberry Finn.’ 
I don’t know nothin’.” 

The speaker is the head of one of the most successful 
mercantile institutions in the East. He has climbed to his 
success on a ladder of practical ideas, at least 50 per cent 
of which—and he freely admits it—have been handed 


fhe idea that the traveling man carries with him 


| him on a silver platter by men who have come in with 


something to sell. He is very seldom “out”—absolutely 
never “in conference.” He is the man in the organiza- 
tion who invariably meets the objection “we never did it 
that way before” with the retort: “What the h-ll do I 
care about how we used to do anything.” 

“Just at the present moment,” he says, “we are enter- 
ing a new age. We talk about the ice age, the steel age, 
the age of mechanization and fiow comes a new one—the 
open-minded age—introduced, as many good things are, 
by desperation. We have tried everything else and it 
didn’t get us very far; so we now adopt as a national 
business slogan that once-popular advertising phrase: 
“You have tried the rest—now try the best.” 

“Study what the other fellow is doing—not only in your 
own industry but in other industries as well. As a 
matter of fact, I’m not sure that the latter isn’t more 
important than the former. Talk to everyone who can be 
persuaded to talk. 

“See every salesman it is humanly possible to see.” 

The strange thing about this remark is that this man 
is not a job-lot buyer. He doesn’t switch readily from one 
line to another—certainly without~good reason. He uses 
salesmen as his point of contact with the rest of the mer- 
cantile world. And he rewards them by cataloging their 
merchandise in his mind against the time when he can 
put it into his own stock. 

“This,” continues our open-minded merchant, “is no 
The experiences of the past have 
given birth to fetishes, superstitions (almost) and ways of 
doing things which are no longer of value. The proper 
method of procedure—at least the method of procedure 
which my organization has adopted—is to find out, first, 
how merchants in lines related to our own are handling 
their problems; and, second, to go clear outside our own 
industry and see how problems similar to ours are being 
handled by other industries. 

“From salesmen we learn of new merchandise, new ma- 
terials, new methods of manufacture, new ideas in selling. 
They tell us how the other merchant feels about future 
business, not only in our own territory but all over the 
country. ; 

“The newer type of salesman is not out to try to put 
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something over on anyone. He sells his product by prov- 
ing its need by the people who trade with us. He tells 
us of its many uses. He even outlines the tried and proved 
nfethods of promoting its sale which have been employed 
by other stores in other parts of the country.” 


Publie Misled on Television. 
E. H. Felix Claims in Book 


LAIMING that the public has been led to expect too 
C much of television because of premature publicity 

issued by promoters and manufacturers, Edgar H. 
Felix, in his latest book, “Television, Its Methods. and 
Uses,” points out that much radical improvement is nec- 
essary before television can be expected to render a public 
service. He explains the fundamental processes of tele- 
vision as they are now embodied in recently demonstrated 
devices and the limitations inherent in present methods 
against rendering a general television entertainment 
service. 

He say: “There has been a tendency to compare tele- 
vision reproduction with motion-picture projection with- 
out taking into consideration certain important differences 
tending to invalidate the comparison.” 

The television image is composed of numerous separate 
impressions presented before the eye which are collated 
into a single view by the persistence of vision much as 
is done with motion pictures. The author points out that 
in an average motion picture presentation some 240,000,- 
000 picture elements are projected before the eye each 
48th of a second, while the most comprehensive image so 
far demonstrated with television involves a scene of 5,000 
picture elements repeated each 20th of a second. To 
bridge this vast gap between modern motion picture stand- 
ards and television requires more than mere improvement 
of existing systems and methods. 

Nevertheless, in spite of the rather startling disparity 
between the standards of television broadcast of enter- 
tainment service and the actual results being obtained, 
the author holds that the progress of television has not 
lagged unduly. He makes a comparison between the time 
required from the first demonstrations of radio telephony 
broadcasting service and the progress now being made in 
television. 

“The first important demonstration of television,” says 
the author, “was staged by C. Francis Jenkins in Wash- 
ington, D. C., on June 13, 1925, before Secretary of the 
Navy Wilbur, Dr. George K. Burgess, director of the 
Bureau of Standards and other notables. The transmitter 
was installed at Naval Radio Station NOF at Bellevue, 
D. C., and the reproduction apparatus at the Jenkins 
Laboratory in Connecticut Avenue. The subject of the 
transmission was a strip of motion-picture film. Since 
that demonstration, progress in the art has been steady and 
the research effort expended unstinting. Television is en- 
titled to a fair quota of time for development in the lab- 
oratory and, in the light of experience with previous in- 
ventions of similar magnitude, it has not lagged unduly.” 
The book is published by McGraw-Hill Book Co., New 
York City. ‘ 
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The Name 


RUBBERSET 


TRACE MARK 


on any brush is a guarantee 
that it is of highest quality. 
For your own protection look 
for this trademarked name, and 
this name only, on the brush. 





There is only one RUBBERSET! 


Every RUBBERSET brush is 

set in rubber, but no other 

set-in-rubber brush is a 
RUBBERSET 


RUBBERSET COMPANY 
Newark, N. J. 


























Standard “ROYAL CONSORT” 
(No. 1116) one of the famous 


family of Royal Standards 











Complete 
Your Stove 
Department 


No matter how well organized 
your stove department may be, 
it is not complete without elec- 
tric ranges. 


Electric ranges are absolutely 
part of the picture today. 


The trend is towards electrical 
cooking. 

The hardware merchant is a 
logical outiet for retailing elec- 
tric ranges. 


We have facts and figures which 
prove that the hardware mer- 
chant can make money selling 
Standard Electric Ranges. The 
question of servicing need give 
you no worry. Standards are 
practically trouble-proof. 


Let us send you a copy of our 
booklet, ‘“‘What is a Hardware 
Dealer’’. Let us send you, also, 
a copy of the newest Standard 
Catalog. It will reveal to you 
many sources of profit on Elec- 
trical cooking equipment—the 
modern type of cooking equip- 
ment for the modern home. 


The 
Standard Electric Stove 


Company 
Toledo, Ohio 








S TAN DARD 
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ASH for electric refrigera- 
tors—that is. what John- 
son & Thom have been 

finding at Worthington, Minn. 

Worthington is a town of 4000 
population. Johnson & Thom 
occupy an ordinary location in 
the center of the block. 

Of the first six electric refrig- 
erators they sold, they got cash 
for five of them. “Yes,” said 
W. C. Thom, “and the sixth sale 
was just as good as cash, because 
it went to a good reliable mer- 
chant. The only reason he did 
not pay us actual cash is that he 
is a merchant and is in the habit 
of paying his bills once a month, 
every thirty days. At that time 
our money for the refrigerator 
will come through in good 
shape.” 

Asked how they managed to 
find cash so readily for their re- 
frigerators, Mr. Thom said, 
“Well, this is a town of 4000 
population. A good many peo- 


Cash for Six Refrigerators Straight 


“People are not all broke by any means,” 
says W. C. Thom of Worthington, Minnesota 





ple here have money. People 
are not all broke by any means. 
We aim naturally in canvassing 
with an item as large as this, to 
go first to those people who we 
have reason to believe may have 
the cash to make such a pur- 
chase. And we have been for- 
tunate in landing them. One of 
the machiries, for example, we 
sold to a local minister of the 
gospel. He happens to get a 
reasonable salary for a town of 
this size, and naturally he had 
the money and paid it. 

“Since we have taken on re- 
frigerators we have had one in 
the show window all the time. 
Of course we change the posi- 
tion of it, or we change the 
model, or the decoration around 
it, but we aim to keep one in the 
window to attract attention and 
encourage inquiry. Also we 
keep a man canvassing the pros- 
pects most of the time.” 





BELIEVABLE ADVERTISING 


HE retail merchant does better 
to “lean backward” in being 
truthful than to threaten public 
belief and reader confidence by any 
overstatement, the Better Business 
bureau holds. Advertisements should 
be believable as well as truthful, ac- 
cording to the principles laid down 
by the bureau. A number of prac- 
tical suggestions for the attainment 
of this end are proposed. They in- 
clude: 

Superlative and extravagant state- 
ments should not be used. Such 
phrases as “Greatest Values in City” 
and “Biggest Purchase Ever Made” 
cannot be proved and are not inspir- 
ing. 

Merchants should limit their state- 
ments to facts about their own estab- 
lishments. “Mud-slinging” is dis- 
approved. 





Special purchases in which regu- 
lar merchandise is included for a 
special purchase sale should be care- 
fully labeled to indicate both types 
of merchandise. 

The true meaning of “free” is 
“without obligation.” The customer 
should not be obligated to make a 
purchase or perform a service to ob- 
tain the “free” article. 

Seconds, irregular or imperfect are 
the approved terms for advertis- 
ing merchandise which is not perfect 
and should be prominently stated in 
the heading or sub-heading. “Run 
of the mill,” “sub-standard” and 
similar terms are not approved. 

Illustrations should accurately 
portray the merchandise. Stock 


heads may be used unless the illus- 
tration is definitely misleading.— 
Wisconsin Press. 
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Reach Women Through the Cooking School 


(Continued from page 35) 


display your merchandise out- 
side of ‘your store and where it 
will be seen by some persons 
who may not have seen it in your 
store. Make your displays the 
most attractive possible. This 
necessitates some expenditure of 
effort, to be sure, but it will be 
more than balanced by the fa- 
vorable publicity that results 
from exhibits that stand out in 
pleasing relief. Identify your dis- 
plays by using your store name. 

It is well to remember that 
hardware is one of the most in- 
teresting lines on earth, that it 


has great possibilities and is al- 
ways popular. When the prizes 
are given out, you will observe 
that those from the hardware 
store are usually among the first 
to be chosen. When a new set 
of measuring cups or a cooky 
jar are more to be desired than 
foodstuffs of comparative value, 
there can be little question about 
the popularity of hardware items. 
“Tune in” with the cooking 
school, Mr. Hardware Mer- 
chant! It will help you to bring 
the purchasing agents of your 
community to your store. 





Hallocks Have Sold 2500 Eleetric Washers 


(Continued from page 37) 


store’e office manager is also an 
excellent saleswoman. With her 
long experience in the business 
and her ability to understand the 
viewpoint of housewives, she has 
been of inestimable assistance in 
making specialty sales. In fact, 
Mr. Hallock recognizes thé value 
of securing as much feminine 
advice as may be available. It 
is for this same reason that Mrs. 
Hallock also takes a very active 
part in selling specialties in the 
New Haven branch store of The 
F. Hallock Company. 

Several other major electrical 
specialties are also playing an 
increasingly important part in 
the firm’s activities in selling 
merchandise of this type. Elec- 


tric refrigeration, although a 
fairly recent addition to the 
stock, appears to hold a very 
promising future. The most re- 
cent line to be added, however, 
is an electric food preparer for 
the home kitchen. This device, 
depending upon the attachments 
provided, ranges in retail price 
from $65 to $165, opening up 
the opportunity for additional 
large unit sales to a somewhat 
select but virgin market. 

Derby has a population of 
13,000 and is located midway 
between Shelton, 11,000 and An- 
sonia 20,000 making the popula- 
tion of the store’s trade territory 
approximately 44,000. 





Installment Facts 
(Continued from page 28) 


finance company about a 2 per 
cent income on its volume—but 
they seldom do. A review of the 
statements of leading finance 
companies over a term of years 
will not show that ratio of earn- 
ings as an average. The rates 
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are not interest but the price of 
a service, computed on a cost 
plus basis. If the buyer can 
raise an equivalent sum at a 
lower true interest cost he should 
by all means do so. The install- 
ment system does not exist for 





FREE’ 


One Dozen? 5¢ 














Safety Hasps 


~ | 


12 


Safety Hasps 
(No. 704 pictured above) 


Free with only two dozen 
of these fastest selling 


MASTER PADLOCKS 





Master Prosperity Special No. A-1 
Your Cost $6 Resale $12 


YOUR PROFIT 100% 





One Dozen 
No. 99 
“GREYHOUND” 


“Pack” of twelve in at- 
tractive display, net 
$2. Leading 25¢ seller. 
Multi-spring-lever se- 
curity, 111/16 “case, 12 
keychanges, 1” shackle. 


Half Dozen 
No. 1100 
“BROWNIE” 


—in beautifully color- 
ed counter carton, net 
$2. Very popular 50¢ 
seller. Spring security, 
15 key changes, 112 
case, %4” tapered 
shackle. 





Half Dozen 
No. 500 “JUNIOR” 


Fastest selling 50¢ re- 
tailer onthe market. Six 
in counter carton, net 
$2. Double-spring- 
security, 30 key chang- 
es, 134” case,34” shackle. 





MASTER LOCK CO., Milwaukee, Wis. 
World’s Largest Padlock Manufacturers 
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FAL "“ARS? 


iets 





Your Jobber 


Good workmen know good tools. 
Your customers appreciate the 
finest in pliers—this finest is 
Kleins. Klein Pliers, standard 
with master workmen and public 
utilities “‘since 1857’ are made 
in a wide variety of sizes and 
styles to meet every requirement. 


You should have a complete line 
of Klein Pliers in stock. Order 
through your jobber. . 


Mathias KLEIN S 


3200 BELMONT AVE., CHICAGO 
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the benefit of people who can do 
that, but for those whose circum- 
stances do not permit borrowing 
at regular banking rates. Install- 
ment rates are much lower than 
those of the small loan institu- 
tions and the installment trans- 
action is simpler in every way. 
The charges are as low as they 
can be made and provide a liv- 
ing return to the finance com- 
panies and there will always be 
plenty of demand for finance 
company service from people 
who find their terms the cheap- 
est available and their plan the 
simplest. 

The merchant today who does 
not inform himself authorita- 
tively on subjects of this kind 
and, having done. so, use to the 
utmost every sales stimulant that 
meets his requirements as to 





soundness is simply multiplying 
his business handicaps. Install- 
ment selling as defined by the 
requirements of the organized 
finance companies will stand 
analysis from every angle. It 
is soundly applicable only to 
goods of high unit value and is 
not indicated as the ideal way 
to buy those in every case. But 
in the great majority of cases it 
is the most conservative and least 
costly way to buy them and the 
merchant who does not push it in 
every such case is merely hand- 
ing business over to his more 
alert competitors. 

Analyze your prospect. De- 
termine accurately what basis of 
sale his case requires. Then 
sell him to the hilt on both the 
product and the plan that meet 
his needs. 





They’ve Sold Six Carloads 


(Continued from page 31) 


lic makes a mistake of buying 
too. small a capacity, and regrets 
it afterward.” 

When mechanical difficulties 
arise with a unit a new one is in- 
stalled. This plan saves the ex- 
pense of employing a mechanic 
and also gives the customer less 
trouble, thereby creating further 
goodwill. So far less than 2 per 
cent of the units have been re- 
placed. Gas leaks and occa- 
sional motor troubles have been 
the chief faults, in spite of the 
fact that the section has a tropical 
climate at least four months of 
the year. 

Many prospects for electrical 
refrigeration installations were 
lined up by means of an elec- 
trical survey. Salesladies in the 
various branches of the company 
phoned lists of nearby residents 
to get information as to whether 
or not they had radio sets and 
electrical refrigerators and as to 
which was their favorite radio 


station. When it was found that 
the prospect had either an elec- 
trical refrigerator or a radio set, 
or both, the names of the units 
and sets were requested. In- 
quiry was also made, for the ad- 
vertising department, as to the 
favorite station of the prospect. 
The conversation was polite, but 
brief and +o the point. It was 
pointed out that the company was 
making the survey for the cham- 
ber of commerce, and for the 
benefit of the general public. 
Another excellent promotion 
plan carried on by the Imperial 
Valley Hardware Co. is getting 
the power companies in the sec- 
tion to extend electric power 
lines to districts hitherto un- 
served. An experienced sales- 
man was hired to promote these 
extensions. He spent his entire 
time, during the winter, in the 
country surrounding the various 
stores of the company. He visited 
and talked with farmers and got 
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petitions to the power companies 
for power line extension. When 
sufficient names were obtained 
the power company would be 
approached. 

By the middle of June five of 
these power lines had been pro- 
moted and the campaign was 
then beginning to bear fruit in 
the sale of electric refrigerators, 
electric ranges and other house- 
hold equipment. Although com- 
petitors got some of the addi- 
tional sales resulting from the 
new power lines Mr. Currier 
said, “the job was successful and 
we won the good will of the cus- 
tomer by bringing to him this 
improvement in his living con- 
ditions. He will, in the majority 
of cases, remain loyal to us. The 
promotion of these lines will add 
volume at the low ebb of our 
year’s business, and we look for- 
ward to one of the liveliest sum- 
mer’s business of our existence.” 
Delivery of those lines started 
the latter part of June and was 
scheduled to continue through 
July and August. Approximately 
$25,000 additional business is 
expected as a result of this cam- 
paign. 

A live prospect card system 
was built up on the surveys and 
power line campaigns. 

Outside promotion was not the 
only means of attracting atten- 
tion to electric refrigerators, for 


excellent window displays are 
used from time to time. Here’s 
one that created much comment 
in El Centro, where the main 
store is located. It sought to 
picture for the customer and 
prospective customer the fact that 
the refrigerator was built so that 
it would stand even the tropical 
climate, existing there in the 
summertime. Desert sand, des- 
ert plants, a rattlesnake, ‘stuffed 
quail and cattle skulls from the 
desert were used in this repre- 
sentation of a dried up desert 
water hole. 

Another fine window repre- 
sented formations with an 
Arctic sun effect in back. Vari- 
ous features of the refrigerator 
were pointed out in concise terms 
on placards mounted on “ice” 


ice 


“ice 


peaks. A space of approximate- | 


ly 12 by 18 ft. is always used 
for a store display. To give the 
appearance of a kitchen, electric 
ranges are also included. 
the floor is a kitchen pattern lino- 
leum rug and there are comfort- 
table seats to encourage custom- 
ers to sit down and look over the 
lines offered. The three stores 
at El Centro, Brawley and Cal- 
exico had the large part of sales 
of electrical refrigeration, al- 
though the branches in the other 
towns are getting a good share 
of sales in that line in their ter- 
ritory. 





Living Philosophies 


(Continued from page 29) 


once but many times. Some of 
the articles are far better than 
others, but each article did two 
things—it told what the writer 
thinks he thinks, but more clear- 
ly it told the reader just what the 
writer is. 

This book is illustrated with 
excellent pictures of all of these 
living philosophers. Some of 


them have long hair, waving in 
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the breeze, but others evidently 
encourage barbers. Some of 
them might be taken for a Wall 
Street broker. I notice. however, 
or possibly it is only imagina- 
tion, that most of them have un- 
usual and distinctive eyes and in 
their eyes is that melancholy 
that comes from reaching out 
toward the unknown and un- 
knowable. 


On | 

















Packed in 

Exoet Barrels 
Sacks 
Bags 
Cartons 





NCE in a dog’s age a 

staple product is 
lifted out of the ordinary 
class. And this applies to 
Le Page’s Paper Hangers’ 
Paste. 


And Why? 


A new process has been de- 
veloped that breaks down every 
particle or minute cell of the 
This gives the paste 
and in- 


grain. 
greater adhesive power 
creases bulkiness to absorb more 





water. 


In addition, “old-time” crafts- 
men have contributed their ideas 
to’ make this paste a surefire, 
easy working product. 


With your interest in the resale 
value—in the profitable selling 
of an item—here is a package 
that sells and sells. A good 
looking package that lends itself 
to display in window or counter. 
Yes, Sir, the name Le Page’s 
lends real significance to Mr. 
Consumer. 


Mr. 


tion on a 50, 1 lb. trial case. 


Dealer—get our proposi- 


Russia Cement Co. , 
Gloucester, Mass. 

















MAKE EXTRA PROFITS 
with GOTTSCHALK’S 


METAL SPONGE 


. “The little sponge that does the big job” 


Display this quick and profit- 
able seller and get your share 
of the business we are creating 
by our national advertising. 


Over five million sold last 


year. 


Gottschalk’s METAL SPONGE 
is endorsed by more than 25,000 
\ clubs and other women’s organ- 
izations that have tested it and 
proven its superiority for clean- 
ing and scouring everything. 
Turn this sentiment into sales. 


Send for FREE samples and 
prices TODAY. 


Se- Retails at 10c and 25¢ 
> Packed in attractive cartons. 
Metal Sponge Sales Corporation 


John W. G I 
2726 Mascher Street Philadelphia 























OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 

. and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 








Caller: “Wouldn’t you walk 
as far as the*street car with 
me, Tommy?” 

Age Seven: 

“Why not?” 

“°Cause we're gonna have 
dinner as soon as you go.” 


“T can’t.” 





Customer: “Haven’t you 
anything you could guarantee 
to waken me early in the 
morning?” 

Clerk: “Yes, but I don’t 
think his mother would like 
parting with him.” 





Flubb: “Ever been sur- 
rounded by wolves?” 

Dubb: “No, but I know the 
sensation. I used to open the 
dining-room door at a summer 
boarding house.” 





Prof: “Give me a defini- 
tion of oboe.” 

Stude:: “It’s the ill wood- 
wind that nobody blows good.” 





“Hard-workin’ little wife 
you’ve got, Bill,” said the trav- 
eler to the small shopkeeper as 
he watched the man’s wife 
busy in the shop. 

“My word, yes!” replied the 
shopkeeper. “I only wish I 


| hed 


’ad a couple-more like ’er! 





“You are charged,” said the 
judge, “with beating up this 
government inspector. What 
have you to say?” 

“Nothing,” replied the gro- 
cer. “I am guilty. I lost my 
head. All morning I held my 
temper while government 
agents inspected my scales, 
tasted my butter, smelled my 
meat, graded my kerosene. In 
addition, your honor, I had 
just answered three federal 
questionnaires. Then this bird 
came along and wanted to 
take moving pictures of my 
cheese and I pasted him in 
the eye.” 








LER; 


Compiled by 





Justin PHuUNN 


She (as they motored by 
Trinity .Church): “Aren’t 
those chimes melodiously 
beautiful! Such harmony! So 
inspiring!” 

He: “You'll have to speak 
louder, dear. Those damn 
bells are making such a racket 
I can’t hear what you say.” 





It was Sunday morning in a 
men’s class in a famous Pres- 
byterian church school. 

“Will you please tell me,” 
said a member to the teacher, 
“how far in actual miles Dan 
is from Beersheba? All my 
life I have heard the familiar 
phrase, ‘from Dan to Beer- 
shéba,’ but I have never known 
the distance.” 

Before the answer could be 
given another member arose 
in the back of the room, and 
inquired: 

“Do I understand that Dan 
and Beersheba are the names 
of places?” 

“Tes.” 

“That is one on me. I al- 
ways thought they were hus- 
band and wife, like Sodom and 
Gomorrah.” 


GREAT SCOTT! 


Yes, she answered him that 
she was passionately fond of 
literature. 

“Then you must have read 
Scott,” he said. 

“IT think he is just delight- 
ful!” she exclaimed. 

“Isn’t ‘The Lady of the 
Lake’ exquisite?” he asked. 

“Perfectly lovely!” was her 
ardent reply. “I have read it 
a dozen times.” 

“And ‘Marmion’ and ‘Pev- 
eril of the Peak’?” 

“T just dote on both of 
them,” she said. 

“And Scott’s Emulsion?” 
he asked, getting suspicious. 

“T think,” she said, “that’s 
the best thing Scott ever 
wrote!” 


—Haldeman-Julius Weekly. 





HARDWARE AGE 














Buying and Selling to Build 
Net Profits 


OU do not have to be reminded that buying 

calls for the most careful study. Every time 

you buy merchandise you are investing your 
capital, All returns are based on ability to sell at a 
price which, after absorbing cost and expenses, net 
you a profit. 

If you haven’t a thoroughly satisfactory “mark 
up” plan of pricing your merchandise, the sooner 
you get one the better. You are taking serious 
chances without one. Don’t figure too hard on the 
“Bargain Side.” Some of the so-called bargain 
purchases develop into sluggish “Shelf Warmers.” 

On the other hand, do not be afraid to step clear 
out of what is considered “the line” and by a diver- 
sification of purchases put in merchandise, prop- 
erly advertised and displayed, which will offer in- 
ducements and get the trade to enter your store. 

Many items said to have built up “store traffic” 
include chewing gum—tooth paste—canaries—gold 
fish, “Pay your gas or electric light bills here.” 
And even these last few days we learned of a soda 
fountain. 

You are all familiar with the problems presented 
by Odd Lots and Old Stock. It is a good plan to 
dispose of these—they will not improve with age— 
take your “First Loss” and get your money working 
for you again through the purchase of new mer- 
chandise that is readily saleable. ; 

A recent government report, concerning the oper- 
ation of retail grocery stores in a certain part of the 
country, stated that upon inspection some of the 
stocks were found to be “veritable grocery mu- 
seums,” often with antiquated merchandise on the 
shelves or under the counter for years. 


—P. O. Rial, Weed & Co., Buffalo, N. Y.., 


at recent Rochester, N. Y., convention. 


Champion 
Tackle Box 
No. 2516 


The Outing Mfg. 
Co., Elkhart, Ind., 
offers Champion 
tackle box No. 
2516, which may 
be used on camp- 
ing, fishing, or mo- 
toring trips as well as in the home or shop. It is equipped 
with one sliding tray, which is removable. Box is built of 
heavy gage steel with electric welded seams, panelled ends, 
counter-sunk handle, and cadmium-plated lock and two 
catches. It is finished in olive drab enamel. Length is 16 
in., width is 61 in., and depth is 634 in. Tray is 1%4 in. 
deep and is equipped with five compartments. Weight of 
box is 414 lb. List price is $1.25. 
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Model No. C 1-B 





A Very Popular Seller 


This handy table or 
bench model machine 
with Enamel Pan is a 
popular seller to all 
who have to prepare 
shaved ice. It has a 
new three-blade cutting 
head and removable 
cutting knives adjust- 
able to shave either 
coarse or fine. 


The CLAWSON 
ICE SHAVER 


always shaves the ice into uniform size crystal 
flakes. No lumps or chunks. Simple, durable, 
highly efficient. Sizes and styles of Ice Shavers 
(Hand Power or Electric) for every requirement 
up to 300 lbs. per minute capacity—all backed by 
30 years’ experience and a Guarantee of Complete 
Satisfaction. All attractively finished. Write for 
Folder which describes all styles and let us quote 
prices which allow for a real profit. 






Snow King 
(Hand Power) 


SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE Co. 
FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 














SCREEN DOOR 


CD CLOSERS 


Outstanding construction advantages are now offered in 
the two Ilco Screen Door Closers. Both models are fast 
selling and make possible worth-while profits to the hard- 
ware dealer. The ILCO SENIOR, shown above, is priced 
to retail at $1.50 to $2.00; the ILCO JUNIOR, below, may 
be retailed at 75c. to $1.00. Each has a solid brass 
cylinder and a scientifically designed leather washer and 
steel expansion ring to maintain efficient suction. A wide 
range of adjustment is possible by turning a convenient 
regulating screw. They may be used on either right or 
left hand doors. 


Write today for prices and information on free demon- 
stration material. 


THE INDEPENDENT LOCK COMPANY 


FITCHBURG, MASSACHUSETTS 




















A N EW EDLUND 


WALL ATTACHED STYLE 


Wall bracket is made in 
two parts—opener may be 
removal from wall com- 
pletely. 


utensils. 


equipment. 


or small. 


BURLINGTON, 


A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
Opens any can— 
round, square or oval — large 
Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 


CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 

This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the tygue aTtacHED STYLE 
stand - 
ard of 
quality in 
kitchen 


ETO 
k 

| 
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VERMONT 




















Priced Low 


To Make Them Go 






Now Put Up 
In 2 Sizes 


Wilder's Popular Leather Display Cabinets 

‘Junior’ Size — Retail Value $16.50 
“‘Regular”’ Size — Retail Value $26.00 
You will find a ready sale for these popular 


leather Half Soles and Strips put up atttac- 
tively in Display Cabinets. 


“LION” Taps and Strips may also be pur- 


a oa 


chased independent of Cabinets. 


SOLD THRU 


Good Profit. 
JOBBERS. Send name of 


your jobber to us and receive FREE a Sample 
Pair of 25 cent “Lion” Taps. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 














“Frontgrip” 
Chain Wrench 


=u, 


The “Frontgrip” reversible ratchet motion adjustable chain 
pipe wrench is 
distributed by 
the Multiple 
Selling Corp., 
51 East Forty- 
second Street, 
New York 
City. It is de- 
signed to make 
pipe work 
easier and 
quicker, and 
to permit work 
to be done in 
close quarters. 
This wrench is 
said to be 
equally _ effec- 
tive whether attached upside down or rightside up. An 
adjustable nut and bolt is provided in the construction, 
and is a feature, at the same time, however, a tight 
chain is rarely required. An easy and positive ratchet 
motion is allowed in this wrench and is said to give a non- 
slip grip at any angle. These features are accomplished with- 
out the use of springs and weak frames, etc. Wrench is made 
of drop-forged high grade steel throughout. It is being made 
in five sizes, with the following capacities and list prices: 
No. 1, % to 1% in., $7; No. 2, 34 to 2% in., $10; No. 3, 
11% to 4 in., $14; No. 4, 2 to 6 in., $18, and No. 5, 3 to 8 in., 


$22, including flat link. 
Arbors and End Mills ie 
The Brown & Sharpe Mfg. Co., Providence, R. I., has re- 
cently announced some new cutter adapters, and spiral two- 
lipped end mills, arbors for shell end mills and screw arbors 
for use with adapters, which have some very unique features 
of design. Adapters are furnished in two different styles 
for use with milling machines having standardized. spindle 


end, and also in one style for use on milling machines hav- 
ing taper or threaded-nose spindle. Adapters are furnished 














Brown & Sharpe Adapters, 








with a milling machine standard taper hole into which the 
shank of the end mill or arbors fit. End mill or arbor is 
held securely to its seat by a cam furnishing a positive drive. 
The surface of the cam engages the flat surface of the groove 
in shank of cutter. When the cam is turned to release it, the 
cutter or arbor drops from the adapter, the steep taper pre- 
venting sticking and insuring quick release. These adapters, 
arbors and end mills are furnished in a desirable range of 
sizes. Circular will be sent upon request describing these 
new products and listing their sizes and prices. 
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The Telalarm 


The Telalarm, a self-start- 
ing illuminated electric alarm 
clock made by the Warren 
Telechron Co., Ashland, Mass., 
is of the synchronous type. It 
is made of Dura-silver alloy, 
in a modern design with a 
moulded black Bakelite base. 
The “butler-wiped” finish of 
the metal case will not tar- 
nish, says the maker. It will 
reflect the color scheme of any 
room in which it is placed. 
Dial of the Telalarm is illumi- 





nated by means of a small Mazda lamp shining through a 
diffusing glass. Intensity of the illumination is controlled by 
a rheostat. Dial is of silver-colored metal. Clock measures 
5” x 414” x 3”. It has an alarm movement operating a bell 
which rings for twenty minutes, unless shut off. Clock has 
permanently attached eight-foot silver gray cord. Suggested 


retail selling price is $9.95. 








Norge Refrigerators 


Have Watervoir 


The Watervoir is a 
crystal glass _bever- 
age container of full 
gallon capacity, in- 
cluded with the 
Norge electric re- 
frigerator, made by 
Norge Corp., Detroit, 
Mich. It is located 
under the Norge 
freezing chamber, 
coldest spot in the 
food compartment. 
The watervoir is 
made of a special 
tough glass which 
resists temperature 


changes and is equipped with a fine chromium plated push- 


button type faucet. 


Majestic 2 Volt 
Battery Radio 


Grigsby-Grunow Co., 5801 
Dickens Ave., Chicago, IIL, 
offers this 2 volt radio receiver 
of superhetrodyne type, for use 
in homes where lighting cur- 
rent is not available. It is de- 
signed for use with 2-volt tubes, 
which may be operated by the 
air cell “A” battery. Majestic 
model 121 uses four type G-32 
tubes, one type G-30 and one 
G-33 Pentode tube. No rectifier 
tube is needed and the pentode 
takes the place of two tubes in 





push-pull as the final output stage to the speaker. Walnut 
console measures 375% x 245% in. x 1614 in. Front panel is 
of butt walnut decorated with carved trim and lacewood over- 
lay. Ample space is provided for the necessary battery 
equipment. List price is $99.50 with complete set of Majestic 


tubes. 
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HOME USE BRAND 
World’s standard cap 





















Popularity That 
Hack Saw Profits! 


Popularity that has 
spread to every corner 


plaid box’— from shops 
and men to whom hack 
blades of super- 


and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 











for more 
profits 
From 


BOTTLE 
CAPS 


“For More Sales 
and Quicker Turnover” 
RE-LY-ON BRAND 
Improved indented cap 


PYRAMID BRAND 
The Super Seal—for high pressure sealing 


CROWN CORK & SEAL CO. 


Baltimore, Maryland 
World's Largest Makers of Bottle Caps 


Here’s the first complete 
line of bottle caps to meet 
every demand of your cus- 
tomers —and a new “trading-up” 
plan to bring you more profits. Ask 
your jobber or write for our latest 
booklet: 














Greater 


quick cutting 


American Saw & 
Mfg. Co. 
Springfield Mass. 





The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sayv- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
joa wolves of Lenox were on the 


































SINCE 1810 


STANDARD 


Some of the products made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


ATLAS QUALITY HAS BEEN 


Fulton Fire Shovels 


See the strong corrugations at mouth of 
scoop; feel the weight and notice the baked- 
on finish. Compare Fulton shovels with any 
other. Write for complete catalog. 










Chicago Salesroom, 1498 Merchandise Mart. 





PATENT NOVELTY COMPANY 


FULTON en Oe 
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Red Devil means 
Glass Insurance 


eed Madd 


) LANDON PB SMITH | INC. 


» 165 SPRINGFIELD AVENUE, IRVINGTON,” N.J.,U.S.. 









































Krackit Hand 
Nut Cracker 


The Krackit hand nut cracker 
has steel screw with deep and 
powerful thread. One turn of the 
handle cracks the nut without 
crushing the kernel, says the maker, 
E. C. Stearns & Co., Syracuse, N. Y. 
Steel screw has deep and powerful 
thread. This device will crack nuts - 
up to 2 in. in length. Frame is 
3% x 2% in. while T-handle is 
33% in. long. Crackers, which are 
nickel finished, are packed in indi- 
vidual cartons. Weight per dozen in display carton is 71 lb. 
List price is $3.50 per dozen, — suggested retail selling 
price is 50 cents each. 





*X” Boiler Flush 


“X” Laboratories, 25 West Forty- 
fifth Street, New York City, offers “X” 
Boiler Flush, for cleaning scale, rust 
and sludge from high and low pressure 
steam boilers and hot water heater sys- 
tems. The maker states that scientific 
tests have shown that scale in a boiler 
reduces its heating efficiency to such 
an extent that one-eighth of an inch of 
scale. will. make necessary the use of 
25 per cent additional fuel. It is a liquid product, which is 
poured into the boiler. The boiler is worked normally for 
a week and then flushed out with water. “X” Boiler Flush 
is packed in 14 gal. cans, six'cans to a carton. List price is 
$4.50 per can, or $27 per carton. Dealer cost is $2.25 per 
can, or $15 per carton. 








Westinghouse 














Midget Radio 
No. WR-14 


The Westing- 
house midget 
WR-14 radio is 
said’ to have ex- 
cellent selectivity 
and sensitivity on 
local and semi- 
distant _ stations. 
It has an attrac- 
tive. t wo-toned 
natural wood 
cabinet, 154% x 
TY% x 14% in. 
Simple _ speaker 
grille and es- 
cutcheon plate 
provide ornamen- 
tation. Controls 
are mounted on 
the front of the cabinet. 
bined to make the unit strong and compact. 
speaker and pentode amplifier are included in the set. 





Chassis and power pack are com- 
Six-inch dynamic 
It is 
particularly offered for a second set or for the summer cot- 


tage. List price is $37.50, complete with tubes. Westing- 
house Electric & Mfg. Co., E. Pittsburgh, Pa., is the maker. 


HARDWARE AGE 








Rowflex Health Glider 


_ The Rowflex Health Glider, with silent rolling seat, is said 
to be just like a seat in a real racing shell. It gives full 
leg action for reducing hips, thighs, waistline, massaging the 





abdominal region, and strengthening arms, legs and other 
parts of the body. Suggested retail selling price is $11.85. 
Dealer cost is $7.50, with larger discounts for large quan- 
tities. Steelflex Corp. of America, 1783 East Eleventh Street, 
Cleveland, Ohio, offers this glider. 


— 





Modern Carpet 
Sweeper 
The Modern car- 


pet sweeper has a 
steel case, full-sized 
genuine bristle 
brush, which is 
easily removed for 
cleaning, and ll 
metal trimmings 
are . cadmium 
plated. Wheels 
have disk type rub- 
ber tires. Bearings 
are self-oiling, of hard maple, impregnated in oil. 


Rubber 
bumpers are fitted at corners and heavy braid around edges 


insures protection to furniture. Other features are: anti- 
tipping device, handle which screws into tapered ferrule, in- 
suring tightness, and dust: pans which empty- separately. 
Sweepers are packed in attractive boxes in shipping cartons 
of six. Modern Carpet Sweeper Co., Inc., 107 North Third 
Street, Brooklyn, N. Y., is the maker. Dealers purchasing 
lots of 12 dozen or more sweepers may have their name and 
address stenciled on the sweepers, free of charge. 





Millers Falls 
Combination 
Household Tool 
Offer 


In connection with 
their new combination 
household tool offer, the 
Millers Falls Co., Mil- 
lers Falls, Mass., has 
prepared this attractive 
three-color display unit. 
Included in the offer 
are the Millers Falls 
ratchet screwdriver No. 
63 and the Goodell- 
Pratt automatic push 
drill No. 188. Display 
unit is constructed of 
heavy cardboard print- 
ed in red, gold and 
black. Suggested retail 
selling price of com- 
bination is $2.25; slightly higher west of the Rockies. 
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HERE'S A NEW PATENTED 


DirAll feature 


FOUND IN NO OTHER MOP 
NO BOLTS,.NUTS, LUGS or SCREWS 


COMPARE .... That's what some 
of our customers did and recognized 
points of merit never heard of before. 
Satisfied customers and repeat business 
was the result. Ask your jobber sales- 
man about the new Spring Wire Socket 
and Patented Swab that turns on frame. 


THE NEW SPRING WIRE SOCKET 


AT LAST... a mop that requires no 
“putting-together.” The SOCKET and TWO 
coils are made in ONE piece. No bolts, nuts, 
lugs or screws to (1) put together (2) to get 
lost (3) to adjust (4) to scratch furniture or 
floors. Two spring coils grip the frame with 
a vice-like tension that is NEVER released. 
Therefore mop CANNOT “flop” when lifted. 
When handle is securely SCREWED into 
spring socket, mop CANNOT DROP OFF. 




























Ask your jobber or write us 


(She DU-ALL MFG. Co. 
GENEVA ~ ~- OHIO 


THE NEW DU-ALL MOP 


MAKES FRIENDS QUICKLY 


INDIANA 


X-TRA QUALITY 


SHOVELS 











Foundation 


Modern skyscrapers de- 
mand a good foundation. 
So do modern shovels. 
The foundation of 
INDIANA X;tra Quality 
Shovels is good steel. 


We use the best—a 
product of our own milis 
—the kind used in the 
finest 

America. 

why 

Shovels last longest 

and make extra 
sales and_ profits 

for dealers, A com- 
plete line. 


Ask your jobber. 


The Ingersoll Steel & 
Dise Co. 


Formerly 
] The Indiana Rolling Mill Co. 


New Castle, Indiana 
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The sweeper that pays you a profit and 
satisfies your customers 


BISSELLS 


With “‘Hi-Lo”’ Brush Control 
Sweeps every floor covering—easier 


New models too—in the mode of today 


Bissell Carpet Sweeper Co., Grand Rapids, Mich. 
New York Office & Expt. Dept., 46 West Broadway, New York 


BURNLEY 


The Soldering 
Paste that has 
satisfied cus 


























Toy tomers for over 
OLDERING pas!” 23 years. 
: Sample free 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


Spun sis B PASS Seamless 


KETTLES, PAILS, DIPPERS 
Durable, Unbreakable 


Brass ears, bails, rims, 
@ extra heavy bottoms, 
brushed lacquered finish. 
Spun from one sheet of 
brass. Also in Copper, 
Monel, Nickel, Everdur, 
Ambrac. Write for Bulle- 
tin B and prices. 


For Factories, Plating shops, Bakeries, Canneries, 
Dye Houses, Bieacheries, Household use. 






















The NATIONAL PIPE BENDING COMPANY 
130 River St., New Haven, Conn. 














CHOICE OF DISCRIMINATING 
ues... . TE ee 


PE WS 


Wiki 


—the guaranteed Can that lasts longer. 
Proved by rigid tests at Pittsburgh Testing 
Laboratory to be superior to all others. 
Write for booklet. 


THE WITT CORNICE CO. 
2114 Winchell Ave., Cincinnati, Ohio 




















Universal Mixer, Beater 
and Juicer No. E760 


Universal mixer, beater and 
juicer No. E760, listing at $23.50 
complete, is convertible, adjust- 
able and portable. It may be 
used to cream, mix, beat, whip, 
mash, extract and chop various 
foods or liquids. Beater may be 
lifted from stand and used in 
other kitchen locations. Separate 
mixer replaces beater for thor- 
oughly mixing all sorts of beverages. Equipment includes 
three-quart porcelain bowl, rubber covered cord, and power- 
ful three-speed motor. Features are: adjustable arm for 
raising or lowering beaters, inclosed gears, rotary tray to 
give speed in mixing, rubber feet on base, aluminum fruit 
hopper, and juice extractor core. Weight in carton is 10 lb. 
Landers, Frary & Clark, New Britain, Conn., is the maker. 





Hygrade Midget 
Merchantman Display 


The Hy grade Sylvania 
Corp., Hygrade Lamp Divi- 
sion, Salem, Mass., offers 
the Hygrade Midget Mer- 
chantman display for coun- 
ter, shelf display or open 
bins. It displays six bulbs 
and takes minimum space 
on counter, as it measures 
13 in. by 14 in. high. Price 
tags are removable. It may 
be hung on the wall, thus 
making a permanent dis- 
play. Small wattage lamp on a flasher can be inserted in 
the easel behind the front panel. Light will flash through 
the lamps ‘on display, making them appear as if lighted. 
Colored bulb may be used to advantage for flashing. 





Beaver Model A 
Portable Pipe 
Machine 


The Beaver Model 
“A” portable pipe 
machme will cut, 
thread and ream 1% 
to 2-in. pipe, whether 
steel, wrought iron, 
brass or cast iron 
(with geared tools 
and extension shaft 
up to 12 in.). Die 
heads are adjustable 
and supplied in the 
following sizes: 1% by 
34 in., 1 by 1%4 in., 
and 1% by 2 in. 
Automatic cut-off device follows in design the Beaver square- 
end pipe cutter. Motor is of 4% hp., Universal type, re- 
versible at switch. It operates from 110-volt light line, either 
A. C. or D. C. Oil pump is mounted on outside and main 
castings are of alloy aluminum, giving lighter weight. Die 
head can be tilted back out of the way when cutting or 
threading with an extension shaft and geared die stocks or 
pipe cutters. The Borden Co., Warren, Ohio, makes the 
machine. List price is $725, complete with stand, while re- 
sale price is $345 without stand or $362.50 with stand. 





HARDWARE AGE 

















Maydole Hatchets 
David Maydole 





Tool Corp., Nor- 
wich, N. Y., offers 
hew 2-in. hatchets 


in four types. Heads 
are of forged steel, 
and cutting edge and 
face of hatchets are 
separately heat-treated. The maker states that the heads will 
not come loose. Handles are of straight grain, second growth 
hickory, carefully seasoned. Hatchet heads are finished with 
special Maydole process, which produces a lasting finish said 
to protect the head from rust. Models and dealer costs are: 
No. 2 half, $10.26 per dozen; No. 2 shingling, $10.26 per 
dozen; No. 2 broad, $13.85 per dozen, and No. 2 claw, $11.80 
per dozen. Suggested retail selling prices are: half, $1.25; 
shingling, $1.25; broad, $1.75, and claw, $1.40 each. 





“Corker-Bobber”’ 
Play Float 


“Corker-Bobber” play floats are made 
of special waterproofed Balsa wood with 
rigid hand frame. They are offered as 
an aid to those learning to swim and 
for floating use for those able to swim. 
The float, which is puncture-proof, has 
no metal parts. It is quick draining and 
has a capacity of 190 lb. live weight. 
It measures 15 in. x 24 in. x 3 in. and 
weighs approximately 514% lb. Float is 
offered in tan and green and white and green finishes. Rod- 
ney Hunt Machine Co., Safety Float Division, Orange, Mass., 
is the maker. List price is $5. Dealer discount is approxi- 
mately 33 1/3 per cent, with larger discounts for quantity 
purchases. 


CORKKER 
FOBEER 




















Novelty 
Decorative 
Christmas 
Tree 


Everbest Bat- 
tery Co., Inc., 
257 West Seven- 
teenth Street, 
New York City, 
makes this deco- 
rative novelty 
Christmas _ tree, 
which may be 
used for com- 
mercial and dis- 
play purposes 
or for home 
decoration. Tree 
stands 271% in. 
high and meas- 
ures 1214 in. 
wide. It is made 
of metal, with 
compo sis 























IMPROVED FOR 1931 


EVEREDY 
SECTIONAL 
RADIATOR 
SHIELDS 


Here is a real producer of 
extra profits for the fall and 
winter months—the finest 
low-priced radiator shield on 
the market. Order today 
from your Everedy jobber. 
Or write for new descrip- 
tive literature giving full in- 
formation. Address: The 
——- Company, Frederick, 





























Used in Every State in the Union 








- Peerless Hand- 

7 Weient 12 Ounces cuffs have be- 
sy —_~ SwiVEUED — swiveLeD cy come so popular, 

/ ; 7 they are now 
{ used in every 
state. Officers 


prefer them to 
all other hand- 
cuffs, because 
they 





























Cannot Become Locked in the Pocket 
They work automatically and can be double-locked 


if desired. Light, weigh only 12 ozs. Will hold the 
strongest person. Send for folder and trade-prices. 


Peerless Handcuff Co., Springfield, Mass. 
















‘wet or dry. 


| Durable and 
aranteed 


COLUMBIAN ROPE COMPANY 
Auburn ant ae City"’ 


COLUMBIA new OPE 


“Fortify for 8 
_Fire Fighting 


FREEZING 
4, 
{ 


Order 
COLUMBIAN 
from 


Jobber 


Mad 3; ‘leans Philadelphia 





8) 
at] 





tion base, and is completely wired with nine sockets in series. 
Nine two-tone tungsten lamps are included with the tree, 
which lists at $2.25. Illustration shows tree with tinsel and 


other ornaments added. 
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Your Jobber Will Supply You. 





Wickwire Brothers 


Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 


The complete product is made in our own 


control every operation. Our 


method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 














PEL 


PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
Artistically de- 
Sturdy, compact 
Beautifully 
enameled in the choice of 
several colors. Double up- 


ounces. 
signed. 
construction. 


right supports. 


able to every household. 
Order early through your 


jobber. 


Manufacturers of reliable 
many purposes. Send for 


Specify ““PELOUZE” in ordering of your jobber _ 


OUZE MANUFACTURING CC. 


232-242 East Ohio Street, Chicago 


Invalu- 





No. E30—Enamel Dial 
No. G30—Glass Dial 


scaves jor 
catalogues. 























Style A 


CAROLUS CUTTERS 


The Style A is a Straight or Side Cutting Bolt Cutter. 
Carolus also offers you the Style B, or Straight and End Cut; 
also Style N, Straight and End Cut with Nut Splitter. Steel 
Plates hold Jaws rigid, giving straight cutting at all times. 
Made in SIX SIZES and THREE STYLES. 


If your jobber cannot 


Literature and Prices, 


CAROLUS MFG. CO. 


supply you, write us direct for 


Sterling, IIl. 





Sales Repr 


Surpless, Dunn & Co. 


NEW YORK, CHICAGO 
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There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 





Three-In-One 
Spoon 


The Three-in-One 
spoon made by The 
Napier Co., 389 Fifth 
Avenue, New York 
City, comprises a 
jigger cup for meas- 
uring. a bottle open- 
er hook, and a stir- 
ring spoon. It meas- 
ures 914 in. long 
and is finished in 
silver plate with 24- 
karat gold-lined cup. 
Suggested retail selling price is $1 in attractive box. Dealer 
cost is $7 per dozen. 





Mail Box 
Display Rack 
This mail box dis- 
play rack is being 
distributed by the 
Patent Novelty Co., 
Fulton, Ill. It is de- 
signed to display 
practically any type 
box, which can be 
attached to it. Deal- 
ers are offered this 
rack, free of charge, 
with a small assort- 
ment of Fulton City 
letter boxes or Mail- 
tainers. It does not 

















fill a great amount 
of floor or counter space, and allows the proper display of 
this type of merchandise, says the maker. 








Robeson Rochester 
Anniversary Fixture 

This special metal fixture for electrical appliances was 
recently offered by the Robeson Rochester Corp., Rochester, 
N. Y., in connection with their fiftieth anniversary. For the 
dealer’s convenience in properly placing the merchandise, 
labels were placed on the tables, designating the items which 











| should be used. Price cards were supplied with the table, 


as well as a large five-piece window display. Stock record 
card compartment is included. It is finished in medium oak 
with tangerine background for lower shelves. 


HARDWARE AGE. 




















‘Convention Calendar 


AMERICAN ASSOCIATION OF MAsTER LocKsMITHS, Fourth 
Annual Convention, Hotel Stevens, Chicago, IIl., Nov. 2, 
1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, New Palmer House, Chicago, IIll., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary- treasurer, 
342 Madison Avenue, New York City. 

Iowa RetatL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R 
Jacobson, secretary, lowa Hardware Building, Mason City. 

Ittinois RetTat. HARDWARE ASSOCIATION CONVENTION 
AND Exuisit. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11, 12, 13, 14, 15 and 16. Paul M. 


Mulliken, managing-director, 1141 Merchandise Mart, 


Chicago, III. 
_ Micuican Retart HARDWARE ASSOCIATION CONVENTION 

AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 
Bervig, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 

NaTIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New Encianp RetatL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York State Retait HARDWARE AssociATION Con- 
VENTION AND ExposiTION, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; : headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
John B. Foley, secretary, manager, 510 Hills Bldg., 
Syracuse. 

NortH Dakota RetaiL HarRpWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Onto HARDWARE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadelphia. 

SoutH Dakota Retait HarpwarReE AssociaTION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


ate) = OOO) 30D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


ela okdserientertackelsertriilasalesertattullrt attr 
“Th 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





ere IS a Difference in Sash Cord’”’ 














STERLING sorta feature 





with bigger profits and 
faster sales for it 


PLiTz COSTS 


TRADE wee fn alas 





oop parr edges--more nails per pound-- 
made from virgin steel -- less bent nails -- less 
split wood. 

MADE IN ALL SIZES OF 


COMMON CASING FINISHING 
CEMENT COATED BOX 
LARGE HEAD ROOFING NAILS 
SPIKES and SPECIAL NAILS 
WRITE FOR FREE SAMPLES 


NORTHWESTERN BARB WIRE C0. 


Since 1879 STERLING, ILLINOIS 























REMIS & CALLCO. - Springfield, Mass. 





A Steady 
Profitable Seller 


The sturdy B. & C. Adjustable 
motorists and all who need a 
practical wrench for “tight 
plaees.”’ It fits many sizes of 
nuts—replaces several odd size 
wrenches. 








Ask your jobber. 











COUPON 





plo — OFFER 





SEND THIS w.. c. HELLER & CO., Montpelier, O. 


8A 


Think of a genuine Heller Merchandising 
Table for only $23.95! A new, up-to-the- 


sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to y 4 
for them out of income they brin 

Full size—7 ft. x 30% inches. telah 
24% te. Beautifully Snished in medtem 
— = Me = 

offer good for 

summer months F R E E ! 
only, so hurry! Bix Soe 
You may never ing 

bave another nlshed ‘to A 
ehanece to buy = table. Set- 
genuine Heller alene 

equipment at s0 orice ef table. 

low a price { 





BAD ccccccee No. 7 tables as advertised. 
ey com ete information on your special] summer 
offer on No. 27 tables. 


SIGN NAME AND ADDRESS IN MARGIN 


























CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Adverti te from loyed d free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





HELP WANTED 


Set Solid, Minimum of Five Limes......---seeeeeeeeeseeeere por 
1-Inch Box Display..... ececccvecce oan e's 2 40:00:00 $5. 
Four Consecutive Insertions, 10 Per Cent Discount 








HAVE SPENT SEVENTEEN YEARS in daily touch with hardware 
retailers and jobbers, dealing entirely with heads of departments and 
with executives. This work has required high-class selling ability, tact 
and diplomacy. Familiar with all hardware lines, and acquainted with 
more than 50% of retailers and jobbers in the Southeast. Welcome op- 
portunity show what I can do, either as special traveler, dealing with 
jobbers only or salesman calling exclusively on retail trade. Business and 
character references promptly furnished. Give me a chance and I will give 
you complete satisfaction. Address Box J-432, care of HarpDwareE AGE, 
New York City. 


HARDWARE MAN with many years of retail experience desires a 
permanent connection with a progressive dealer; I have an expert knowledge 
of shelf and builders’ hardware, tools, paints, plumbing, electrical supplies, 
farm and garden implements. Can take complete charge of paint and 
builders’ hardware departments and am well versed in modern sales and 
merchandise methods. Excellent references. Address Box J-376, care of 
Harpware Ace, New York City. 


EXPERIENCED traveling specialty salesman wants position with man- 
ufacturer of tools, have sold other specialties but tools are my first choice. 
Have traveled the U. S. and Canada to Hardware, Auto, Mill, Mine and 
Factory Supply Jobbers. Have sold Railroads, large industrial plants and 
have a “9 general selling and advertising experience. I can furnish 
geod references. Address Box J-426, care of HarpwarE AcE, New York 

ity. 

YOUNG MAN, single, 34, ten years’ experience successfully selling 
wholesale and retail hardware trade, New England territory, open for 
connection with reliable house where remuneration is commensurate with 
ability to produce. In position to travel or headquarter any available 
territory. Very good standing with trade in New England. Best of 
references. Address Box J-438, care of HarpwarE Ace, New York City. 


HARDWARE MAN with over twenty years experience in retail and 
wholesale business as salesman, sales manager, buyer, thoroughly familiar 
with sheet and builders’ hardware, tools, plumbing goods, agricultural im- 
plements, paints, etc., would like to connect with reliable concern as man- 
ager or buyer. Southern states only considered. References exchanged. 
Address Box J-435, care of Harpware AGE, New York City. 


SALESMAN with 12 years’ experience selling hardware to and with 
personal acquaintance with Buyers of leading retailers and wholesalers 
throughout New York City, Long Island, New York State, Connecticut 
and Massachusetts desires connection with reputable hardware manufac- 
turer. Best of references can be furnished, can also furnish car. Address 
Box J-431, care of Harpware Ace, New York City. 

















WANTED 


Company with hundreds of stores carrying ex- 
cellent ‘hardware’ lines wants men who have 
learned much about the hardware business, but 
who have the ambition to get into larger oppor- 


tunities. WE WANT MEN WHO CAN GROW! 


Must have a record showing ability to sell and 
supervise the lines found in a country or com- 
munity hardware store. 


Give age, education, record of present and 
former employers and salaries received. Address 


Box 7434A, care of HARDWARE AGE, Chicago, 


Illinois. 














A RARE opportunity for experienced Hardware men. National organ- 

ization with stores throughout the country can use experienced hardware 
men as department managers. Apply at once giving age, experience and 
references. Can also place some experienced Sporting Goods Men. Ad- 
dress BOX J-443, care Harpware ACE; New York City. 
WANTED—A young single man with experience in Guns, Fishing Tackle, 
General sporting goods and Cutlery. Will pay $25.00 per week to start. 
Future wages will depend on selling ability. Fine opening. Address Box 
J-433, care of Harpware Ace, New York City. = ; 








HARDWARE MAN, Age 35, married, with 15 years’ experience in 
all branches of the retail and wholesale trade. Specialized in builders hard- 
ware and well experienced and familiar with electrical goods, plumbing 

pp and h hold furnishings. Prefers a position as salesman in 
metropolitan district. Best of references can be supplied. Address Box 
J-402, care of Harpware Ace. New York City. 








HARDWARE clerk, thoroughly experienced, for a_hardware, housefur- 
nishing and paint store, must be generally handy. State age, experience 
and salary required, references. Address Box J-436, care of HARDWARE 
Ace, New York City. 





POSITION WANTED—Young man with nine years’ hardware ex- 
perience both wholesale and_retail seeks permanent connection with oppor- 
tunity for advancement. Could specialize in builders’ hardware, paint, 
tools or housefurnishings. Single, will go anywhere. Address Box J-427, 
care of Harpware Ace, New York City. 


SALES OR FACTORY MAN desires connection with manufacturer of 
tools, builders’ hardware. Either inside or out. Past experience Sales and 
Factory management. Age 40. Can go anywhere, references, Well known 
to Jobbing and large Retail Trade. Address Box J-434, care of HARDWARE 
Ace, New York City. 

CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc., capable of taking entire charge of making catalogs for 
jobbers or manufacturers. Can furnish sample pages or names of con- 
cerns of catalogs made. Address Box J-286, care of HarpwarE AcE, New 
York City. 

AM THIRTY-FIVE YEARS OF AGE, married and have had fourteen 
— experience in general hardware lines and have specialized in hot air 

eating and furnace repairing, plumbing and have had complete commercial 
—e course. Address Box J-423, care of Harpware AGE, New York 

ity. 

PLATER, 27 years’ experience. Can produce all plated and antique 
stain-finishes on all metals. Capable of taking charge of installing, plating 
and polishing department. GEORGE FROHM, 326 Columbus Avenue, 
New York City. 


SALESMAN wishes to represent reliable hardware or paint manufacturer 
to cover New England. 10 years’ experience, salary and nominal expenses 
to start. Good references. Address Box J-430, care of Harpware AGE, 
New York City. 




















SALES ACCOUNTS WANTED 


Set Selid, Minimum of Five Lines.......ccccccecsecssesssss 83.00 
Beles Mom Blaha se oo o000060scccnscscscsecevccsceseocces $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 


MANUFACTURER’S REPRESENTATIVE with showroom calling on 
department stores, chain stores and jobbers of hardware and _house- 
furnishings in the Metropolitan area of New York, Newark, Philadelphia, 
Baltimore, Washington and New England desires additional line for any 
or all of this territory. Address D. L. JACOBY, 225 Fifth Avenue, 
New York City. 

AGGRESSIVE, experienced salesman with highly developed housewares 
trade in Michigan wants good specialty line. Prefer full time. Aluminum 
—housewares—What have you? Something that needs developing. Per- 
manent. Address Box J-441, care of HarpwarE AGE, New York City. 

HARDWARE HOUSEFURNISHING SALES representative, strong 
following strictly among jobbers, chain department stores, Metropolitan 
New York and adjacent territories, seeks additional fast selling line. 
Address Box J-442, care of Harpware AcE, New York City. 
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BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes.......cececcecsescesseess $3.00 
l-Inch Box Display.....cscccsccccsccssscsssresessesesess $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 


WILL SELL hardware business in Piedmont section of a Southern 
State, city of fifty or sixty thousand population, very desirable location, 
rent reasonable, business established thirty-four years, good opportunity 
for right party. Address Box J-440, care of HARDWARE AGE, New York 
City. 








1 SALES REPRESENTATIVES WANTED 
One Cent 2 Word; Minimum Fifty Cents per Insertion 
l-Inch Box Display.....-ccccsccvcccscscccvessevecseseces $5.00 

Four Consecutive Insertions, of Box Displays—10 Per Cent Disceunt 

STOVE SALESMEN WANTED—Manufacturer of one of the most 
complete and attractive nationally sold stove lines invites inquiries from 
men with established trades in Indiana and Michigan who can produce 
sales volume; compensation commission basis. Address Box J-425, care of 
Harpware Ace, New York City. 

WANTED, SALESMEN—Young aggressive men, having sales ability 
and ‘owning own car to sell textile belting for transmission, conveying, 
elevating. State experience, whether salary or commission desired and 
full particulars. Address Box J-439, care Harpware Ace, New York City. 

SALESMEN to call on better class retail hardware trade with a 
moderately priced assortment of staple lines, favorably considered by the 
trade. Display stand free. $1.50 commission paid immediately on each 
order. Address Box J-424, care of Harpware Acs, New York City. 

EASTERN MANUFACTURER of small tools, open for a sales con- 
nection in the Middle West, preferably resident of Chicago or St. Louis. 
State in first letter, trade connection, experience, references, etc. Address 
Box J-437, care of Harpware Acre, New York City. 


boi “Te erie = — . — = ee stores, N. Y.,. agg 
New England. pecial food chopper offer. ery attractive price, fair 
commission, carry sample weighing only two pounds. ROLLMAN MAN- 
UFACTURING COMPANY, Mount Joy, Pa. 

WANTED—A resident commission salesman in Kentucky for the sale 
of an established line of locks and brass hardware. Address with refer- 
ences. Box J-444, care of Harpware AcE, New York City. 

ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 

WANTED—Salesmen for high grade Hack Saw Blades. _ Exclusive 
territories. Attractive prices. iberal commission. Address Box J-365, 
care of Harpware Ace, New York City. 
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THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. Bvery care 


No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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Thompson & Son Co., Henry G. 
Toledo Metal Wheel Co......... 
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Union Hardware Co........... 
Union Steel Products Co....... 
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EW Coleman — 


appreciate Supe- 
rior Brand 


Hardware Cloth. 





Standard wire, 


Brin S Em ‘Suen oa —smooth, round 
Your ay/ i 3 ual : wire. Evenly 


woven. Heavily 







Man, here’s a PLAN... i . 
$1.50 Trade-In for your customers on old tt meee? TH galvanized. 
lamps and lanterns ...a FREE LAMP for 2 mua EE Thi lj 
you with each order of six... lowest prices s quality 
in history. National Advertising ... and your usual product costs no 
profit margin! Does that sound good? Then, let’s go! i 
Write or wire for details... your Jobber, or , more. 





At your jobber. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. . 




















Modell CHAIN 


A KIND FOR 
EVERY PURPOSE 


HODELL Quality chain, and it will sell 







4 


Retails for 
as little as 


— 








SALES hase y easier with the Hodell 
 pter list. l Chainstore. 


— 
aL 


UNION STEEL Propucts Co. | 
on 602 Berrien St., Albion, Michigan | 


UNION RUBBISH BURNERS | 


You Can Sell HILL Clothes Dryers Now 


These famous cfothes dryers have new improved features which 
appeal to every housewife. Base can be quickly set in ground— 
either on the level or on a hillside. No concrete needed. 


The Chain 
Products Company 


3920 Cooper Ave. 
Cleveland, Ohio 


—— 
> 
— 
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Sparton type opens and folds as easily as an umbrella. Champion 
has readily removable top, no thumb screws, and reel locks on 
the post automatically. Both have rust-proof metal parts and 
thoroughly painted wood parts. Strung with best cotton line. 


3 sizes to hold 100, 115 and 150 ft. of line. Other styles for 
lawns, balconies and roofs. Liberal profit. Send for folder and 
prices. 


Hill Clothes Dryers Co., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distributors: Herman Kornahrens, Inc., 111 Murray St. 
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RAY-O-VAC DISPLAY NUMBER ONE 


A typical example of Ray- 
O-Vac’s smashing displays 


RAY. 


ROTOMATIC 





ence — 


| FLASHLIGHTS 


IQ06.. .193! 


Jilver 
Ann Iver sary. 


Models 





RAY-O-VAC FLASHLIGHT BATTERIES LAST LONGER) 


























A Great Merchandising Program 


BACKING A GREAT FLASHLIGHT 


Ray-O-Vc not only offers new Silver Anniversary Flash- : 
lights that are proving a real sales sensation—but also FLA s | 1G H T Ss 
gives you the greatest merchandising program ever put 
behind any line of flashlights and batteries. 

The Ray-O-Vac program includes five smart display 
pieces that will get the attention of every customer who 
walks into your store, and a series of bulletins containing 
practical sales suggestions. These are sent during each . ‘ 
month throu rout “the year direct to dealers who have : 
tied in with ‘the Ray-O-Vac Silver Anniversary line—a AND BAT T E R IES 
definite, continuous plan that is selling flashlights in 
volume. Get in on this now. Ask your jobber salesman gRENCH BATTERY COMPANY, MADISON, WIS. 
about the new Ray-O-Vac Silver Anniversary Deal that General Sales Offices: 20 North Wacker Drive, Chicago 


means volume business and het ter profi ts on flashlights Manufacturers of Ray-O-Vac Rotomatic and Standard Flashlights; Ray-O-Vac Flashlight, 
and batteries. Radio, Autoradio, Aircraft, Ignition and Telephone Batteries; Ray-O-Vac Radio Tubes 
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